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EDITOR’S NOTE 


Jade Molde 


There’s Still Nothing Like American-Made Ingenuity 


It’s no secret many sectors of today’s U.S. economy rely on 
outsourcing manufacturing or products made/assembled abroad. 
While it does happen in our industry, there are many U.S. 
companies — and foreign manufacturers — with manufacturing 
facilities here and proudly have “Made In The USA” stamped, 
sewn or etched on their products. I recently had the opportunity to 
tour two manufacturers’ facilities: BLACKHAWKl’s Manhattan, 
Mont., operation, as well as both manufacturing plants for 
Daniel Defense in Black Creek, Ga. and Ridgeland, S.C. It was 
remarkable to experience the “industry” behind the industry, and 
made me appreciate the process that goes in to bringing a product 
to market — from initial conception and design, to the finished 
product a customer can handle and purchase in your store. 

In an encouraging sign, a number of manufacturers have 
recently made significant investments in American-made 
ingenuity. This issue’s Industry News section alone highlights 
three companies that have announced various plans for expansion: 
Kahr Firearms Group, Leupold & Stevens and TriStar Arms. 
Several distributors, including RSR Group and Davidson’s, have 
expanded to meet the needs of their customers. 

While providing American jobs, a company’s decision to 
expand production capabilities means more products will be 
available for consumers. When the industry faced unprecedented 
demand in 2013, a common narrative developed: There wasn’t 
enough product available to keep consumers engaged, with the 



The pride in American manufacturing is on dispiay at BLACKHAWKi’s 
Manhattan, Mont., faciiity. The piant aiso produces injection-moided 
products for other Vista Outdoor companies, inciuding CCi, Champion, 
Outers and Gunsiick Pro. 

ammunition market being hit hardest. Now demand has reached a 
more manageable level, the industry is better prepared to handle a 
sudden spike in sales to meet the needs of its customers. 

As we approach the end-of-the-year buying season, what has 
your store done to prepare for increased traffic? I’d like to hear 
from you; send an email to editor@shootingindustry.com. ® 
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LEHERSTO THE EDITOR 


k Welcome Sales Bump 

Similar to what’s been reported (“June’s Jump Surprises, 
Creates Much Speculation,” Industry Watch, Aug. 2015), we 
had a roughly 10 percent increase in the month of June; it was 
kind of shocking to see. The biggest part of the increase (from 
our experience) was the amount of deals/discounts awarded by 
distributors and manufacturers. Several of them are still feeling 
the effects of the 2013 scare and had inventory to move. 

The amount of women gun buyers is at an all-time high in 
my area. Another possibility for a sales jump could be tax-free 
weekends. Tm not sure if other states have them, but in Missis- 
sippi, we have a Second Amendment tax-free weekend the first 
weekend in September. 

Justin Hardy, Manager 

Rock House Pawn 

Meridian, Miss. 

Breaking Down Barrieis 

I just read your Editor’s Note, “Reaching a Developing Demo- 
graphic” (August 2015), I can’t wait to read the full report of the U.S. 
Hispanic Firearms Market. As a first generation Mexican- American 
Tm part of that market — I’m also very curious to find out how to 
advertise to the Hispanic market. I own a small security company/ 
FFL and have seen many “stale, pale, male” customers and want 
to add this growing population to my roster of satisfied customers. 

Guns and shooting have always been a part of my life, and now 
as a business owner involved in the shooting industry I see a change 


is needed when trying to attract a different demographic — which 
hasn’t changed much in several decades. 

When I go to the range, hunt, teach concealed carry classes, hit 
up the local gun show and attend conferences, I usually deal with the 
current demographic of people in this industry: mostly white males 
25-65 years of age. I always wonder, “Where are the Hispanics?” 

I think the main barrier to entry is the intimidation factor. What 
we need is to see more minorities in commercials, advertisements 
and the all-important online video series. First generation U.S. -bom 
Hispanics look to online media as their main source of entertain- 
ment and information. I’ve seen only one onhne video series that ac- 
complishes this (“NRA Freestyle”) and it involves a young, minority 
shooter. Perhaps the same format in Spanish/Enghsh may work? 

In order to involve the Hispanic population, and more specifi- 
cally, the acculturated Mexican- American males, there needs to be 
the people and language that is associated with this population. 
Roberto Macias 
Mid America Training Center 
O’Fallon, 111. 


Roberto, thank you for your comments — it’s refreshing to hear 
your point of view as the industry continues its push to increase 
diversity. We’ll present a full review ofNSSF’s “A Hispanic Market 
Study: Firearms And The Shooting Sports” report in Si’s January 
2016 New Business Year issue. In the meantime, it’s a vailable for 


NSSF members and upon request a ^ nssf.org/research. 
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NEWS 


Selling “Slim-Nine” Handguns — pg. 26 


Industry Battles Against Anti-Gun Legislation, Sentiment 

By Jade Molde 


With battles on multiple fronts, industry leaders are actively 
responding to anti-industry legislative and economical attacks. On 
August 10, the Seattle City Council voted unanimously to enact a 
new Gun Violence Tax that will add $25 to every gun and 5 cents 
on every round of ammo (2 cents on .22 and smaller calibers) sold 
in the city. After Seattle Mayor Ed Murray signed the measure, 
NSSF joined the NRA, Second Amendment Foundation (SAF) 
and Seattle-based retailers and gun owners in a lawsuit against 
the City on August 24. Announcement of the lawsuit attracted 
national media coverage. 

“NSSF has no alternative but to be an active party in this 
lawsuit against the City of Seattle’s attempt to interfere in the 
lawful commerce of firearms and ammunition on the grounds that 
it violates Washington State’s preemption statue that blocks cities 
from regulating the sale of firearms on their own,” said Fawrence 
G. Keane, NSSF senior VP and general counsel. “The Seattle 
ordinance is nothing but a ‘poll tax’ on the Second Amendment 
and an effort to drive Seattle’s firearms retailers out of business.” 

Proponents of the tax say the measure will bring in $300,000 
to $500,000 a year that would provide “broad-based public 
benefits for residents of Seattle related to gun violence by funding 
programs that promote public safety, prevent gun violence and 
address in part the cost of gun violence in the City.” NSSF 
anticipates the tax will generate far less than the projected total 
because consumers can simply go outside the city limits to 
make their purchases. In turn, Seattle dealers’ businesses will 
be impacted, as they would likely have to relocate or close their 
doors. This tax is due to come into effect on January 1, 2016. 

The Seattle City council has a history of passing anti-gun 
legislation. 

“Once again, anti-gun activists in Seattle have chosen to 
violate the Washington State Constitution and trample upon the 
Second Amendment rights of law-abiding citizens,” said Chris 
Cox, executive director of NRA’s Institute for Fegislative Action. 
“They tried to enact similar regulations back in 2009 and lost. 
It’s a shame to see such a waste of public resources on issues the 
courts have already ruled to be unconstitutional.” 

“We’ve been down this path before with Seattle when we sued 
them and won, knocking out their attempt to ban guns in city 
park facilities,” said Alan Gottlieb, SAF founder and executive 


VP. “The city does not seem to understand that no matter how 
they wrap this package, it’s still a gun control law and it violates 
Washington’s long-standing preemption statute.” 

Research Supports Industry’s Stance 

In joining the lawsuit against Seattle, NSSF said the law is 
misguided because criminals do not purchase guns through legal 
means. While this is a well-known fact by many in the industry, 
it was incidentally backed by a recent survey conducted by the 
University of Chicago Crime Fab — an institution not known for 
its support of the Second Amendment. 

“The Seattle ordinance is nothing but 
a ‘poll tax’ on the Second Amendment 
and an effort to drive Seattle ’s 
firearms retailers out of business. ” 

— Larry Keane, NSSF senior VP and general counsel 

In a survey of 99 inmates in a Chicago-area jail, respondents 
reported they had acquired the vast majority of their firearms 
through family, friends or on the black market. Comparatively, only 
two of the inmates (from an original sample size of 135 responses) 
claimed to have purchased a gun through legal means at a gun store. 
Although a small sample size, the NSSF says broader government 
surveys support this data — such as those conducted by the Bureau 
of Justice Statistics — which found roughly 80 percent of inmates 
obtained firearms from family, friends or the street. 

“Bad Apple” Charges 

On another front, NSSF is responding to a renewed effort by 
the Brady Campaign to add heavy regulations for law-abiding 
retailers. The Brady Campaign’s “Stop Bad Apple Gun Dealers” 
effort is purporting “90 percent of guns used in crimes were 


Continued on page 22 


Smith & Wesson Donates $1 Million To NRA-ILA 


The NRA announces it has received a $1 million gift to the 
NRA Institute for Fegislative Action (NRA-IFA) from Smith & 
Wesson. 

“At Smith & Wesson, we are honored to be part of an Ameri- 
can heritage that goes back 163 years and is rooted in the fab- 
ric and the freedoms of our country. Our customers have loyally 
supported our products, while the NRA has loyally defended the 
Second Amendment. We are proud to play our part by doing all 
we can to support the NRA-IFA and its efforts to preserve the 
rights of Americans to keep and bear arms,” said James Debney, 
Smith & Wesson CEO. 

“We greatly appreciate Smith & Wesson’s generosity and 
leadership in helping defend our Second Amendment freedoms,” 


said Chris W. Cox, NRA-IFA executive director. “This gift will 
help us educate millions of Americans about the importance of 
protecting their constitutional rights now and in the future.” 

The NRA-IFA is responsible for the NRA’s legislative, legal 
and political efforts. In addition, NRA-IFA educates Americans 
on the importance of their Second Amendment freedoms and 
hunting heritage. 

NRA- 

Visit www.smith-wesson.com, www.nraila.org 
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When we set out to create a .308/7.62mm rifle fit to wear the Daniel Defense name, we cleared the 
drawing board and created an entirely new evolution of the AR-10 platform. Packed full of innovative 
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handling and quality of our DDM4 carbines. 


Visit DanieiDefense.com for more information, and 
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Tri star Arms Expands Headquarters 


frtStar 


TriStar Arms, importer of Turkish shotguns and pistols, 
recently completed an expansion of its headquarters in North 
Kansas City, Kan. 

The expansion nearly doubles the size of TriStar’ s original 
headquarters, and will add two new offices, a conference room 
and additional space to its existing warehouse. 

“We’ve experienced substantial growth in both recognition 
and overall sales. This new space will allow us to increase the 
efficiency of our entire operation, and also increase the size of 


our shipping department,” said Ryan Bader, TriStar sales and 
marketing manager. 

Along with the expansion comes a complete remodeling of 
TriStar’ s offices, which will include the addition of videoconfer- 
ence capabilities, allowing the company to connect with its dis- 
tributors around the country, as well as the staff located in its 
Turkish factories. 

Visit www.tristararms.com 



CLOCK Receives 
Multiple Telly Awards 

CLOCK Inc. was honored for its G43 
Product Release broadcast commercials 
and Internet video at the 36th Annual Telly 
Awards, held in June. 

In partnership with Rogin Entertain- 
ment, CLOCK received 14 awards in five 
categories, including the coveted Silver 
Telly in the Institutional/Corporate Image 
in the Online Video Commercial category. 

The Telly Awards honor outstanding 
local, regional and cable TV commercials 
and programs, as well as the best video 
and film productions, web commercials, 
videos and films, as judged by its es- 
teemed panel of judges. 

clock’s G43 video, released late in 
March 2015, stood out among the more 
than 12,000 entries received by the 650 
judges. 

“We are proud of the production and also 
the recognition from the industry profes- 
sionals of the Telly Awards panel,” said Josh 
Dorsey, CLOCK VP. “The video conveys the 
confidence the G43 brings to the CLOCK 
customer base and to the general market.” 

clock’s additional 13 Telly Awards 
were in the remaining four categories: 
Campaign — Business-to-Consumer, Vid- 
eography /Cinematography, Business-to- 
Consumer and Promotional Branding. 



Online readers, click the ‘‘Online Extra!” logo to 
watch the extended cut of the G43 release video. 
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NSSF Opens Registration For HAVA Goif Ciassic 


NSSF announces registration is underway for the 2nd Annual 
NSSF/HAVA Golf Classic to be held Jan. 17, 2016 in Las Vegas. 

“HAVA is our industry’s best statement of veteran support, 
and we at NSSF are proud to walk with the industry volunteers 
who quarterback this critical program to repay part of our na- 
tion’s debt to the heroes to whom we owe so much,” said Chris 
Dolnack, NSSF senior VP, CMO and HAVA director. “Hosting an 
industry golf outing in conjunction with the SHOT Show in order 
to raise money that helps wounded veterans reconnect with their 
families is something everyone in our industry can get behind.” 


“We’re encouraging teams to enter 
from all of the NSSF-member compa- 
nies, and are running a special one-free- 
with-three offer to solicit teams to carry 
their company’s message of support for 
the disabled veterans and injured active 
military that HAVA serves,” said HAVA Chairman Tom Taylor. 

The golf classic will be held two days before the opening of 
the 2016 SHOT Show at Bear’s Best Country Club. For more 
information and to register, visit www.shotshow.org/golf. 
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SCTP, PITA Team Up To Promote Youth Shooting 


The Scholastic Clay Target Program (SCTP), part of the Scho- 
lastic Shooting Sports Foundation, has announced its new part- 
nership with the Pacific International Trapshooting Association 
(PITA) to promote youth shooting sports opportunities. 

The two organizations jointly hosted the SCTP Western U.S. 
Trap Shooting Tournament at the Evergreen Sportsman’s Club in 
Olympia, Wash., July 23-24. The tournament ran concurrently 
with the pita’s Youth Education Shooting (Y-E-S) Grand Pacific 
Championships, and teams were affiliated with either the SCTP 
or PITA/Y-E-S programs. The SCTP is offering over $30,000 in 
team endowment funding. 

The SCTP has relationships with national governing bod- 
ies for each of the shooting sports its youth shooting program 
promotes, including the National Skeet Shooting Association, 
National Sporting Clays Association, Amateur Trapshooting As- 


sociation and USA Shooting. The SCTP 
works cooperatively with the PITA, which 
promotes trapshooting and sanctions tour- 
naments in 10 western states and provinces. 

“SCTP has worked diligently with the 
national governing bodies to be in line with 
them and include them in our program. Sup- 
porting these associations and having them support us is some- 
thing that will help all of us grow,” said Tom Wondrash, SCTP 
national director. 

“The PITA is excited to be partnering with SCTP, and we are 
looking forward to the opportunities this may present,” said Sue 
Brewer, PITA secretary. 

Visit www.sssfonline.org, www.shootpita.com 



Bill Hicks & Co. Announces Dealer Show 


Bill Hicks & Co. announces its 21st Annual Dealer Show 
will be held Jan. 9-11, 2016, at the Minneapolis Convention 
Center. 

Company officials remind dealers this will be the first 
opportunity in the Midwest to view new products and to meet 
with factory personnel before the SHOT Show in Las Vegas. 

Offered at the show will be exclusive products, show-only 


specials and pricing, free goods, cash-back offers and extended 
payment terms for dealers who qualify. 

To register to attend the show, dealers should contact their 
Bill Hicks & Co. sales representative or Christine Johnson at 
1-800-449-5280, email: christine.johnson@billhicksco.com. 

Visit www.billhicksco.com 





A FAITHFUL REPRODUCTION OF tHE FAMOUS WINCHESTER MODEL 1897 


Imported by Interstate Arms Corp. 
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Sold by leading distributors and dealers nationwide 
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#PS1KN2 

$91999 


CPX-l-CB 
“SCCY” Blue 


CPX-2-CB 
“SCCY” Blue 


INDUSTRIES 


INDUSTRIES 


• Black Nitride Slide 
•SCCY Blue Polymer Frame 

with Absorbing Cushion 
•9MM Caliber 
•10+1 Capacity 

• 15 oz. 

•3.1” Barrel 

• Scratch Resistant Slide 

• 3-Dot Sights 
•Ambidextrous Safety 


#CPX-1-CBSB 


$23599 


• Black Nitride Slide 
•SCCY Blue Polymer 

with Absorbing Cushion 
•9MM Caliber 
•10+1 Capacity 

• 15 oz. 

•3.1” Barrel 

• Scratch Resistant Slide 

• 3-Dot Sights 


#CPX-2-CBSB 


$21509 


Don’t miss out! These prices are valid until 10/31/2015 and supplies are limited to quantities on hand. 


CGuaranteeD) 


LIFETIME 

REPLACEMENT 


800 - 367-4867 


\/\/eve Ocft'ji 




•Woodland Digital Camo Finish 
•Tritium Post Front and 
Integral Backup Folding Sights 
•223 Caliber 
• 30+1 Capacity 
•7.9 lbs 
•16.5” Barrel 

• Uses Standard AR15/M16 Magazines 
•Magpul Gen III PMAG Included 

• MilSpec Picatinny Rails 


10^ 

#TSB16WD 

$ 1699 ’’’ 


• Kryptek Neptune Finish 

• Polymer Bullpup Stock 

• 12 Gauge, 3” Chamber 
• 14+1 Capacity 

•6.9 lbs 
•18.5” Barrel 

• Side Ejection 

•Alternate Feeding or Selectable 
Magazine Tubes 

• Cylinder Bore Screw-in Choke 

• Picatinny Rail 


www.davidsonsinc.com 


IN STOCK urn 
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Tavor SAR-B16 
Woodland Digital Camo 


urns 


UTS-15 

Kryptek Neptune Camo 


©2015 DAVIDSON'S, INC. ALL RIGHTS RESERVED. 





Kahr Firearms Group Opens Pennsylvania Headquarters 



Kahr Firearms Group employees, led by CEO Justin Moon (fifth from left), and 
Pennsylvania state officials celebrate the opening of Kahr Arms’ new 40,000-square- 
foot headquarters. 


Kahr Firearms Group is officially a Pennsylvania 
company. In August, the firearms group ceremonially cut 
the ribbon at the grand opening of its new headquarters 
in Blooming Grove Township in Pike County. 
Construction of the headquarters was completed in just 
16 months since breaking ground in May 2014. 

Attending the opening were Col. Robert DeSousa, 
state director for Sen. Pat Toomey; U.S. Representa- 
tive Thomas Marino; Sheriff Philip Bueki, Pike County 
sheriff; and representatives from state offices, plus sev- 
eral county commissioners from Northeast Pennsylva- 
nia. In total, more than 200 people attended the event. 

‘As we continue to expand our business in Pennsyl- 
vania, we look forward to bringing jobs to Pike County, 
and also hope we can convince other firearms industry 
companies to join us on this 620-acre property. Our job 
is far from over here,” said Justin Moon, Kahr Firearms 
Group CEO, during the opening ceremony. 

The 40,000-square foot corporate headquarters is part of 
Kahr’s Phase I of construction. The building has offices for the 
20-plus employees, warehousing and shipping, and R&D engi- 
neering. Plans for Phase II and Phase III are still in the develop- 
ment stage. Plans also call for a factory outlet retail store, likely 
to open in 2016. The headquarters also houses two underground, 
100-yard firing ranges. They will be used exclusively by Kahr 
Firearms Group for testing and development of products, and. 


according to Kahr officials, should not disturb nearby neighbors 
or the wildlife that call the 620-acre complex home. 

Kahr officials indicate there are no plans to close its manu- 
facturing plants in Massachusetts or Minnesota, but beginning 
“sometime in 2016, some manufacturing and production will be 
conducted from the new Pike County location.” 

Visit www.kahr.com 
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DESIGNED 
TD BE SILENCED 


Integrated Platform 


Taper-Lok™ System 


GROUNDBREAKING 
FROM THE GROUND UP. 


Built to be silenced, light, and short. 

A complete weapon system delivering , 
limitless possibilities and zero compromise.^ 
Introducing the adaptable Platforf^uB 
to which all others must adaptdf^^|^M9ffi 


ENGINEERED FDR 
3DDBLK/5.56 NATD 


Subsonic / Supersonic 


7.62x39 Coming Soon 
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M1913 Rail Mount 


Low-Profile 
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Leupold & Stevens Expands Production 

Leupold & Stevens announces it continues its commitment 
to American-based manufacturing and design by expanding its 
Beaverton, Ore. -based production capabilities. 

“From the founding of our company in 1907, we have 
been committed to quality manufacturing and American 
craftsmanship,” said Bruce Pettet, Leupold & Stevens president 
and CEO. “We are proud to continue our commitment to our 
American workforce, and this latest investment reinforces our 
belief in U.S.-made products and world-leading American 
optics.” 

In June of this year, Leupold installed a new Index R200 
Milling Center, a five-axis milling machine that increases the 
company’s ability to machine complex parts for products such as 
the D-EVO, DeltaPoint Pro, LCO (Leupold Carbine Optic) and 
the HAMR. Also recently installed is an Automated Bar Eeeder, 
providing an additional 1,000 hours of machine time annually. 

According to Leupold, this new capacity is designed to meet 
the strong demand for Leupold products, both domestically and 
abroad. 

“When hunters and shooters see that Gold Ring, we want 
them to know what it represents: the American workforce who 
works hard every day to produce the highest-quality optics in the 
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Leupold’s new Index R200 machines complex parts for several product 
lines, including the D-EVO, DeltaPoint Pro, LCO and HAMR. 

world,” Pettet said. “As part of our commitment to them, Leupold 
will continue to add the state-of-the-art equipment necessary to 
deliver on that promise.” 


Visit www.leupold.com 
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NOW 

REPRESENTING 


DISTRIBUTION 


Tactical Gear Distributors is now 
stocking Beretta BDT and 
CamelBak products. 

www.beretta.com 

www.camelbak.com 

www.tacticalgeardistributors.com 

LWRCI announces the addition of 
DSG Arms as an authorized L.E. 
wholesale distributor representing the 
company’s full line of firearms. 
www.dsgarms.com 
www.lwrci.com 

A*B Arms has added Sportsman’s 
Supply Inc. to its growing list of 
distributors who sell A*B Arms parts 
and accessories. 
www.abarms.com 
www.ssisports.net 

Lipsey’s launched an exclusive gray 
GLOCK in several models, including the 
G17, G19, G20, G21, G22 and G23. 
www.lipseys.com 
www.us.glock.com 


SALES 


SOG announces Dunkin-Lewis Group 

is assuming sales representation 
duties for four more states (Arkansas, 
Louisiana, Oklahoma and Texas), 
bringing its total sales representation 
to 16 states. 

www.dunkinlewisinc.com 

www.sogknives.com 

Boker USA has added the Carter Sales 
Company and MPI Sales to represent 
its product line in the Southeastern 
U.S. and military retail and wholesale 
channels respectively. 
www.bokerusa.com 
www.mpisales.com 

Steel WIN Knives has partnered with 

Evernham Sales Associates to aid 

in the expansion of the Steel Will 
brand in 17 states. 
www.evernhamsales.com 
www.steelwillknives.com 


PR/MARKETING 


Benelll USA has selected Blue Heron 
Communications as its PR agency 
of record. Blue Heron will assist 
the Benelll, Franchl, Stoeger, A. 
UbertI and Stoeger AIrguns brands 
with media relations, news, content, 
promotions, events and more. 
www.benelliusa.com 
www.blueheroncomm.com 



SHOTSHOW 


The SHOT Show has all the gearyou need to wow your 
customers and improve your retail operations, plus sessions 
and seminars to keep you on top of the most recent 
regulations and industry news that will impact your business. 

See the trends, experience the tech, learn new skills from 
the industry's best educators, and meet with more than 
1,600 manufacturers and suppliers of firearms, ammunition, 
accessories, and all things hunting and shooting sports. 

Latest equipment Newest products Must-have technology 
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Set Up For SHOT Show Now! 


714 - 847-8131 




www.AmericanOutdoorCanopies.com/SHOTSHOW 


Firearms Business Insurance 



Wholesalers SC Distributors • Retail Sales • Manufacturers SC Importers 
Ammunition SC Bullet Manufacturers • Indoor SC Outdoor Ranges 
Trap, Sheet SC Sporting Clay Fields • Gunsmiths • Firearms Instructors 

^ Providing Quality Insurance Products to 
the Firearms Industry for Over 25 Years. 


overage Available in All 50 States. 
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info@jcinsco.com 
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Vista Outdoor 
Expands Portfolio 

Vista Outdoor announces the acqui- 
sition of CamelBak Products LLC and 
Jimmy Styks LLC. 

“CamelBak helps strengthen and 
expand Vista Outdoor’s presence in the 
outdoor sports and recreation market,” said 
Mark DeYoung, Vista Outdoor’s chairman 
and CEO. “Their highly recognizable 
and respected products are used by all 
manner of outdoor sports enthusiasts and 
complement every activity where Vista 
Outdoor’s products are currently used. 
This acquisition will help our company 
provide an even broader portfolio of 
trusted brands for our consumers.” 

Under the terms of the transaction, 
Vista Outdoor paid $412.5 million 
for CamelBak, subject to a customary 
working capital adjustment, utilizing cash 
on hand and borrowings under its existing 
credit facilities. Vista Outdoor expects 
calendar year 2015 net sales for CamelBak 
of approximately $160 million. 

CamelBak was founded in 1989 and 
is headquartered in Petaluma, Calif. The 
company employs approximately 300 
people and will be integrated into the 
Outdoor Products segment of Vista Outdoor. 
CamelBak will remain headquartered in 
Petaluma, and CEO Sally McCoy will 
remain with Vista Outdoor. CamelBak 
was previously a subsidiary company of 
Compass Diversified Holdings. 

Jimmy Styks LLC is a leading designer 
and marketer of stand up paddleboards and 
related accessories. 

“Jimmy Styks expands our portfolio 
into water sports with products that support 
activities many of our consumers enjoy, 
such as fishing, camping and spending 
their recreational time outdoors. This 
company and its products clearly support 
our mission to bring the world outside,” 
DeYoung said. 

To acquire Jimmy Styks, Vista Outdoor 
paid approximately $40 million in an all- 
cash transaction with additional contingent 
consideration payable if incremental 
profitability growth milestones are 
achieved over the next three years. 

Kyle Reeves and Jeremy Wilkens, who 
will remain with Vista Outdoor, founded 
Jimmy Styks in 2009 in Huntington Beach, 
Calif. The company will be integrated 
into Vista Outdoor’s Outdoor Products 
segment. 

Visit www.vistaoutdoor.com 
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NRA Foundation Awards College Scholarships 


The NRA Foundation has awarded $15,000 in scholarships 
to attendees of last summer’s 2014 Youth Education Summit 
(Y.E.S.). The NRA Eoundation provides funding for YE.S. and 
the YE.S. Grand Scholarship. 

At the conclusion of the summit — a seven-day educational 
experience in Washington, D.C., for high school students — 
participants have the opportunity to compete in the YE.S. Grand 
Scholarship program. Over a period of nine months, students 
competing for the scholarship must introduce NRA programs 
into their communities and create a portfolio documenting the 
experience. 

Recipients of the 2014 YE.S. Grand Scholarship performed 
a number of activities to promote firearm safety and raise money 


for shooting sports programs, THE FOUNDATION 

including hosting Eddie Eagle 
GunSafe classes at local 

elementary schools and children’s programs, joining a Eriends of 
NRA committee and establishing a 4-H shooting club. 

“The Youth Education Summit has awarded more than 
$460,000 in college scholarships over its 20-year history,” said 
Kyle Weaver, NRA general operations executive director. “We 
are proud to assist the next generation of competitive shooters, 
hunters and firearms enthusiasts to pursue their dreams through 
higher education.” 

Eor a list of those receiving 2014 YE.S. Grand Scholarships, 
visit www.friendsofnra.org/yes. 


Plano Acquires No Limit Archery 

Plano Synergy Holdings announces its acquisition of No 
Limit Archery, a designer and manufacturer of broadheads and 
specialty release aids. 

“No Limit Archery is an exciting company that shares the 
Plano Synergy commitment to manufacture the very best products 
that offer consumers innovative technologies and reliable 
performance,” said Tom Hurt, Plano Synergy president and CEO. 

“I can’t imagine a better fit than with Plano Synergy. Our 


innovation and commitment to quality are a 
perfect match, and it’s exciting to think aboi 
what the future now holds for No Limit Archery,” said Dale Perry, 
No Limit Archery CEO. 

Plano Synergy will relocate No Limit Archery’s administrative 
and distribution functions to its Clearwater, Fla., operation. 

Visit www.planosynergy.com 
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Starts Here. 
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The First Perfect Fit for Handgun Rails. 

Featuring the latest mounting technology, Spartan^ 

installs in the preferred rail location for each operator's personal 
comfort and ease of use. Once anchored, Spartan maintains 
precision accuracy over extensive live -fire 

Revolutionary in design, Spartan is the most versatile and 
feature -rich rail mounted laser sight ever conceived. Now 
available in red and green. 
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Firearms 
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Anti-Gun Legislation 


supplied by just 5 percent of dealers.” 
Larry Keane responded through the NSSF 
blog by saying the figure is taken from a 
15 -year-old ATF report, “Commerce in 
Firearms in the United States, February 
2000” and the Brady Campaign has 
“knowingly misinterpreted” this data. 

According to Keane, there are several 
factors the Brady Campaign is refusing 
to acknowledge. For instance, if a gun is 
traced back to a retailer, it doesn’t indicate 
there was any illegal activity on behalf 
of the retailer. The traced gun may have 
been sold to an eligible buyer, later stolen 
and then re-sold on the street before being 
used in a crime. Successful law-abiding 
dealers or those that have high levels of 
crime nearby (such as residential burglary) 
would have more guns traced back to their 
stores because 1) successful dealers have 


Continued from page 10 

higher volumes of sales to eligible buyers 
and 2) high rates of crime mean the higher 
share of the retailer’s customers will have 
their guns stolen. 

“There is absolutely nothing in the 
Brady Campaign data — or in any other 
data — to indicate that anything other 
than high sales volumes and higher local 
gun theft rates completely account for 
the higher numbers of crime guns traced 
back to those FFLs that Brady arbitrarily 
labeled as ‘bad apple’ dealers,” Keane 
said. 

Keane noted in Fiscal Year 2014, ATF 
revoked the licenses of just 0.71 percent of 
dealers — which shows the overwhelming 
majority of retailers are law-abiding 
business owners. 

Visit www.nssfblog.com 


Colonial Shooting Partners With Gunsite 


Colonial Shooting Academy in 
Richmond, Va., and Gunsite Academy 
have announced an exclusive partnership 
to bring Gunsite’s classes to Virginia’s 
capital. 

“We are proud to add Gunsite’s world- 
class firearms training course to what 
we believe is the best indoor range in 
the country,” said Peyton Lacy, Colonial 
Shooting Academy marketing manager. 
“Anyone who is serious about firearms 
training dreams of attending a Gunsite 
class, and now we are able to bring Gun- 
site 2,000 miles closer to shooters on the 
East Coast.” 

The collaboration brings Gunsite 
classes, like the popular 250 Defensive 


Pistol course, to Colonial Shooting Acad- 
emy’s indoor tactical range and indoor 
shoot house. The first class was offered in 
September. 

“I am proud to bring the Gunsite expe- 
rience to the East Coast at Colonial Shoot- 
ing Academy,” said Buz Mills, Gunsite 
owner. “There is certainly an advantage to 
being able to train rain or shine, and the 
facilities at Colonial Shooting Academy 
are the best Fve seen on the East Coast. 
Fm going to enjoy spending time with 
new students in Richmond, and Fm sure 
some of our regular Gunsite students will 
be dropping by, as well.” 

Visit WWW. colonialshooting, com/rva/gunsite 



Gunsite is bringing its firearms training classes to the East Coast through an exclusive partnership 
with Colonial Shooting Academy. 
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NSSF Renews Industry Day Sponsorship 


NSSF announces it has renewed its title sponsorship of 
Industry Day at the Range through 2019. 

“Without a doubt, Industry Day at the Range is an invaluable 
component of SHOT Show and one that’s especially important to 
all of us here at NSSF,” said Chris Dolnack, NSSF senior VP and 
CMO. “Our extended commitment to this event is an essential 
element of our mission to promote, protect and preserve hunting 
and the shooting sports.” 

Held the day before the opening of SHOT Show, the event 
provides members of the press and retail, wholesale and law 
enforcement purchasing agents the opportunity for hands-on 
testing of firearms, ammunition and related accessories being 
introduced to the consumer market during SHOT Show. The 
2016 event will be held Jan. 18. 

Thanks to the NSSF, Industry Day has grown into the premier 
event in the shooting and hunting industry. We are proud and 
excited to have them on board as our long-term title sponsor as 
we continue to expand this fantastic event,” said Cathy Williams, 
Industry Day at the Range co-owner. 


STI Sponsors Media Lunch 

STI International announces 
it has signed on as the exclusive 
Media Lunch Sponsor of Industry 
Day at the Range. 

“STI International is pleased to be able to help support 
Industry Day at the Range,” said Jens Krogh, STI director of 
sales and marketing. “We are looking forward to meeting with 
media members and giving them the opportunity to test our line 
of handguns on the range during the event.” 

All registered media will receive a lunch ticket provided by 
STI International. 

“The launch of STI International’s new products and many 
other products at Industry Day continue to show the value of this 
event throughout the outdoor, hunting and shooting industry. We 
are fortunate to have them on board and look forward to growing 
our partnership,” Williams said. 

Visit www.shotshowrangeday.com 
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NEWSMAKERS 


ATACLLC 
Names President 

Mark Kresser has 
been named president 
of Advanced Tactical 
Armament Concepts 
LLC (ATAC), the 
parent company of 
HPR Ammunition. 

He will also assume 
leadership of HPR 
Ammunition as its 
president. Kresser has worked with many 
of the firearms industry’s leading manu- 
facturers over the years. 

“Mark has proven time and time again 
a unique ability for product innovation, 
marketing and branding, as well as exhib- 
iting a deft hand at developing profitable 
multi-level partnerships,” said Jim Antich, 
ATAC founder. 

LaserMax 
Hires Director 

Russell Datson 
IV is the new direc- 
tor of retail sales at 
LaserMax. He will 
provide leadership in 
commercial product 
sales and manage 
LaserMax’ s network 
of independent rep- 
resentatives. Datson 
will also identify and cultivate new sales 
opportunities and grow existing retail 
business. He has held several sales posi- 
tions in the past 17 years and most recently 
served as director of sales for Liberty Am- 
munition. Datson holds a bachelor’s de- 
gree in business administration from Ohio 
University. 

Dynamic Research Technoiogies 
Names VP 

Dynamic Research Technologies 
(DRT) announces the hiring of Mike 
Shovel as VP of sales and marketing. 
Shovel brings 23 years of ammunition in- 
dustry expertise to DRT, including exten- 
sive experience in product development, 
public relations, sales and marketing. 

Outtech inc. 

Announces Appointments 

Bert Moore rejoins Outtech Inc. as a 
member of its Outdoor Division. Moore has 
over 20 years of experience in the outdoor 
industry including four with Outtech as 
regional manager. He had also worked for 
Beretta, Mossy Oak and Tecomate. Moore 
is a graduate of the University of Alabama. 


Scott Roduner is also joining Outtech 
as western field staff manager. In his new 
position, Roduner will coordinate sales 
training and promotion events for Outtech 
Pro Staffers in the Western U.S. He will 
also represent Outtech in four Western 
Scheels locations. 

Cannon Safe inc. 

Names Brand Sates Manager 

Gregory Gondek joins Cannon Safe 
Inc. as brand sales manager. He will lead 
the company’s sales team and manage the 
promotion and organization of policies 
and practices to drive up sales of gun-safe 
and security-safe products. 

Gondek has more than 15 years of 
progressive experience in sales, business 
development, marketing and consulting 
management. His most recent position 
was at MAX USA Corporation. He had 
also been a security police officer in the 
U.S. Air Force. Gondek has an MBA from 
Pennsylvania State University. 

Sport Manufacturing Group (SMG) 
Appoints Sates Lead 

Tom Slaughter is the new sales and 
business development lead at SMG. His 
experience in the past 1 1 years as business 
development manager, program manager, 
federal law enforcement officer and U.S. 
Coast Guard petty officer has allowed him 
to cultivate relationships with retailers, 
manufacturers, the Federal Government, 
military and other contractors. 

United Sporting Companies 
Announces Promotion 

Will Kincaid has 
been promoted to na- 
tional account manag- 
er for United Sporting 
Companies (USC). He 
has been with Ellett 
Brothers, a division 
of USC, for over five 
years managing key 
accounts and large for- 
mat stores. Kincaid has extensive experience 
in the hunting and shooting sports field. 

Safaritand 
Hires Manager 

Kelsey Reddoch has been hired as 
brand marketing manager for Safariland. 
Among Reddoch’ s duties is to be the 
media contact for product samples and 
information. She takes over Chastine 
Gabiola who now handles the internal 
communications needs of The Safariland 
Group. ® 



M. Kresser 




W. Kincaid 
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Can you say tfie same aSout your firearm? 

You know who you are. You know what you want - and you demand the best in the firearm you carry. 

That's why at Republic Forge, we let you design your own truly custom gun, with the exact specifications 
you expect in a 1 91 1 . And we'll craft your one-of-a-kind custom gun in a timely fashion. 

Go to republicforge.com and see how customizable, world-class firearms can be uniquely yours. 



RO. Box 774, 820 S. Industrial, Perryton, TX 79070 I Telephone: 806-648-1911 I orvisitwww.republicforge.com 


Massad Ayoob 


PERSONAL DEFENSE MARKET 



Selllm “Slim-Nine" Hamlguns 

In a product-crowded market, tailoring gun choice to individ- 
ual needs can result in more sales. When it comes to “slim-nines’ 

— slim-line subcompact pistols with single-stack magazines, 
and chambered in 9mm — they’re among our hottest 
sellers today in the defensive handgun market. For 
proof, look no further than the great market clamor 
from earlier this year created by the release of the 
CLOCK 43. The same holds true for the instant and 
continuing best-seller status of the M&P SHIELD series 
Smith & Wesson introduced in 2012. 

The market is now crowded with many choices from a vari- 
ety of manufacturers, enough to result in consumer confusion. 
Someone saying, “I don’t know which one to choose” tends to 
translate to “I’m not going to buy anything yet.” By analyzing the 
individual customer’s specific needs, the choice of the ideal pistol 
for the aforementioned customer can be cleared up. Instead of “I 
don’t know which one to choose,” we have “I’ll buy that one ... 
now.” Let’s look at some examples. 

The pistols under discussion are small enough to fit in a side 
trouser pocket, and fiat enough to conceal discreetly and comfort- 
ably in this location. Bear in mind some of your customers will 
be left handed, and there will also be many customers buying the 
small 9mm to use as a second, or “backup,” handgun. Many of 
these buyers want to have a gun available for either hand in case 
one arm is injured — so if they’re normally wearing their primary 
sidearm on the right, the pocket they’ll choose for the backup gun 
will be on the left. In either case, this presents the left side of the 
pistol to the outside. 

What often happens now is if the wearer’s left side bumps a 
doorway, car door or anything else, it can release the magazine. 


Popular ‘‘slim-line” semiautos, such as the Beretta Nano (left) and BLOCK 
43, have attracted a substantial amount of interest from concealed-carry 
customers. 

It will drop down just enough so after the first shot, it can’t cycle 
another cartridge into the chamber, thus turning a seven- or eight- 
shot handgun into a single shot. 

For either of those customers, the lefty or the “righty” who 
will be carrying in a left- side pocket, show them the little Walther 
PPS. Its magazine release takes the form of a double paddle run- 
ning across the bottom portion of the triggerguard on both sides. 
It’s activated to dump the mag by a downward press of either trig- 
ger finger or thumb. Problem solved! 

A sales (and safety!) tip: Any handgun carried in a pocket 
should ride in a pocket holster — make sure you have a selec- 
tion on hand. A good pocket holster will cover the triggerguard, 
for obvious safety reasons. It will also keep the gun oriented in 
a proper position for quick access, instead of shifting around in 
the pocket and ending butt-upward in an awkward-to-reach, and 
therefore dangerous, position. 


Thumb Safety: Yes or No? 



You can tailor your sale to either customer’s preference. 
S&W’s SHIELD originally came with a small, right hand-only 
safety lever on the frame. It’s still available for those who prefer 
it. Not long ago, due to customer demand, S&W introduced a 
variation of the SHIELD without a manual safety, and you can 
order it either way. Frankly, a number of competent shooters had 
already made the choice to buy a SHIELD and simply carry it 
with the safety lever down in the “fire” position. The Ruger LC9 
also comes with a thumb safety. 

If your prospective buyer is comfortable with cocked and 
locked carry, he or she might be an ideal candidate for a single- 
action “slim-nine.” The little SIG SAUER P938 fits this profile. A 
SIG rep told me recently the company was pleasantly surprised by 
how many of these 9mms they’ve sold to police officers as backup 
guns, including officers who don’t normally carry larger 1911s 
in their duty holsters. Another in this category is the excel- 
lent Springfield Armory EMP (Enhanced Micro Pistol). 
The diminutive Springfield XD-S has a grip safety, 
as do some of the smallest 1911s. For some, it’s added 
security: Holstering or drawing with their thumb at the 
rear of the slide keeps the grip safety “on,” preventing un- 
intended discharge if something interdicts the trigger. For those 
who don’t like grip safeties, well, there are plenty of handguns 
that don’t have them. 


When it comes to safeties on defensive handguns, you can tailor the sale 
to accommodate your customer’s needs — with Springfield Armory’s EMP 
(left) and S& W ’s SHIELD providing options on both sides of the spectrum. 


As an FFL dealer, you’re already familiar with two schools of 
thought on manual safety levers for defensive pistols. One faction 
likes them, even demands them: They see it as one more “safety 
net” against an unintended discharge. They may also be familiar 
with the fact a number of criminal attempts to “kill the good guy 
with the good guy’s own gun” have been thwarted because the 
criminal who gained control of the pistol did not know how to 
off-safe it. The other faction fears they will forget to off-safe dur- 
ing an emergency — or it will take too long to do so — preferring 
a “point and shoot” pistol instead. 


(Subscribe to SI DIGITM 


26 OCTOBER 2015 


www.shootingindustry.conn 


PDM 

The Revolver Switch 

A great number of those who buy “slim- 
nine” semiautomatics are switching from 
small-frame, double-action revolvers. They 
appreciate the greater “shootability” of the 
subcompact 9mm auto, but worry about 
premature or unintended discharges with 
a gun that has a shorter and lighter trigger 
pull than what they’ve become used to. The 
SIG P290R is double-action only (DAO). 
So are the Beretta Nano, Kel-Tec PF9 and 
Ruger LC9. All the Kahr pistols, includ- 
ing the smallest, are DAO and famous for 
smooth trigger pulls. 

Almost every customer 
objection to one “slim- 
nine ” can be answered 
by showing him or her 
a different one. 

Some handgun customers prefer revolv- 
ers for defense because at close distances, 
the revolver’s muzzle can be pressed 
against the opponent’s body and will fire 
every shot — while many semiautos will 
go out of battery and fail to discharge 
even the first shot when the muzzle is at 
hard press contact with the target. Very 
few small semiautos exist which can fire 
repeatedly at press contact, but some do: 
the Springfield XD-S, for example, and 
the Beretta Nano and SIG P290R. In both 
cases, it’s because their recoil spring guide 
rod extends far enough forward to create 
“standoff effect” which prevents the slide 
from going out of battery. 

stopping Power Discussion 

The perception of the 9mm cartridge 
as underpowered for defensive purposes 
lasted through well into the 2000s for many 
consumers. If a customer wants to buy a 
gun in this size, but isn’t confident in 9mm, 
you can offer him or her something in the 
same size package in “a caliber with a ‘4’ in 
it.” The SHIELD is available in .40 S&W 
(and is surprisingly soft in recoil for this 
round in such a light platform), and so are 
some subcompact Kahrs. The Springfield 
Armory XD-S is also available in .45 AGP 
and the .45-caliber GLOCK 36 is more or 
less in this size category, too. 

The bottom line? Almost every cus- 
tomer objection to one “slim-nine” can be 
answered by showing him or her a differ- 
ent one. Answer the objections, satisfy the 
need and make the sale. ® 







spORTma 

GOODS 


CONTACT YOUR SALES REP TODAY! 


1 - 800 - 851-4373 

sales@gzanders.com 

www.gzanders.com 


WE CURRENTLY CARRY 

99 VARIATIONS 

ofthetIKKA rifle 

I INCLUDING SEVERAL ZANDERS 
I EXCLUSIVES & CALIBERS 

I 8X57MM MAUSER & 
I .338 WIN. MAG 


ONLY AVAILABLE AT ZANDERS! 


T KKA 


ALL TIKKAS ARE TESTED 
WITH SAKO AMMO. 




u per hammerhead 



www.shootingindustry.conn 


OCTOBER 2015 27 




OUTDOOR MARKETPLACE 


Taylor Smithfield 


Loyalty Isn’t For Sale: It’s Earned 

As the saying goes, “employees don’t leave their job, they ’ 


leave their manager.” You might beg to differ when it comes 
to your own employees, but think back to every job you left. 
What or who was the deciding factor? / 

Because loyalty isn’t something you can buy — though 
some managers make an attempt to — it’s still often treated ' 
like a luxury that can’t be afforded. But for managers who 
understand what it takes to run a thriving team, earning j 
loyalty is something they can’t do without. i 

Last month in this column, we discussed how the 1 

success of your business equally depends on the happiness * 

of your customers and employees, who we nicknamed “the 
other customer.” We explored the importance of emotionally 
and mentally engaging your staff in the way that you train, 
treat, and reward them — the goal being to encourage 
employee loyalty, because, after all, your profits are tied to 
their performance. 

To better understand how business owners earn loyalty 
from their staff, I reached out to a few online forums playing 
host to gun enthusiasts across the country. I heard from a mix 
of managers, retail employees and retired law enforcement. 

They responded with their experiences in the workplace — 
both the good and the bad. As I read their stories, I noticed three 
repeating factors that played a role in fostering loyalty: employers 
who cared about their employees as people, who properly trained 
their staff and who recognized and rewarded good work. 

Promote Loyalty From The Top 

Richard, a dedicated manager who successfully operates 
a Trip Advisor top- 10 ranked hotel and restaurant in Grand 
Junction, Colo., earned the loyalty of his 30-person staff with his 
“in the trenches” style of leadership. Richard is willing to lend 
a hand bussing tables, making beds and manning the front desk 
when necessary to show his staff he’s invested in their success. 

Richard also allowed a few financially strapped staff members 
to live in the hotel temporarily until they could find permanent 
housing, setting them up with a tab and deducting small payments 
from their paychecks. When it’s been a particularly hard day, 
Richard treats the team to $75 worth of pizza — “A small price 
to pay to show people you care,” he says. “If you’re talking about 



three or four people in a gun store, one large pizza is a lot of good 
will.” His gesture is more valuable than the cost of the pizza. 

Because Richard understands “good employees are worth 
their weight in gold,” he makes substantial investments into their 
training and personal lives, and has won their loyalty as a result. 

Roger, who works for a 50-year-old, family-owned company 
of over 2,000 employees in Mississippi, credits his loyalty to the 
owner’s leadership style — which he calls “manage by walking.” 
Every month, the owner strolls the floors of the building, visiting 
with Roger and his co-workers. “With over 2,000 employees, 
he’ll still remember your kid’s names and ask about them and how 
they’re doing,” Roger marvels. “He never talks about business 
during these walks; saving that for specific business visits.” 

In 50 years, the owner has never had a lay-off and is cautious 
when it comes to filling open positions, considering how that 
person will fit in with his team. Roger says, “That tends to mean 
we’re slightly understaffed, but everyone knows once you’re 
hired, you have a job for life if you so choose.” 


Relationships Are Key 


Proud Texan, Donald, remembers the day a local gun store lost 
his business. He was about to buy a revolver when a Ruger expert 
showing him the firearm placed it back in the case mid- sale while 
Donald had turned away momentarily. Surprised, Donald asked 
the man, “Are we through here?” The unperceptive salesman re- 
plied, “I guess so,” losing himself the sale. Donald promptly left 
the store and purchased the same revolver elsewhere. 

In contrast, Donald’s relationship with Steve, a salesman at his 
local pawnshop, is drastically different. Steve knows Donald by 
name, has memorized which firearms he prefers, and occasionally 
calls when a gun arrives that might interest Donald. If Steve is out 
to lunch, Donald waits until he returns. Steve is the only person 
he’ll do business with at the shop. That’s because he’s willing to 
pay for Steve’s level of customer service and salesmanship. He’s 


earned both Donald’s business and his loyalty, in the process. 

Richard, Roger, and Donald have been on both ends of the 
counter. They know what it means to be loyal to an employer and 
also what is means to earn the loyalty of an employee. If you’re 
unsure where your employees stand, it might be helpful to start 
a conversation, maybe over a slice of pizza, your treat. Although 
you can’t buy loyalty, your employees can tell when you’re genu- 
inely invested in them. Join the discussion about employee loy- 
alty, by emailing editor@shootingindustry.com. 

Editor’s Note: Taylor Smithfield is in the midst of a four-part 
series on customer retention, employee loyalty and related topics. 
If you have a comment on how this plays out in your store, send 
us an email. 
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NSSF Career Center Provides Connections 


The NSSF has revamped their job 
posting service to debut their new NSSF 
Career Center, which connects you 
to a network of potential employees. 
Located at www.jobs.nssf.org, the Career 
Center provides unparalleled exposure to 
professionals in the firearms industry for 
both NSSF members and non-members. 

Join with an employer account and 
easily post jobs and search for employees. 
When you pay for a job listing, you 
can search the database and receive 
notifications when a resume meets your 
criteria. Job seekers can easily upload their 
resumes, as well. 


“We’re excited to 
launch this new platform 
to the benefit of both 
employers and job seek- 
ers alike,” said Deb Kenney, NSSF VP of 
human resources and administration. “No 
other job board out there is dedicated solely 
to fulfilling the hiring needs of the firearms 
industry, and we think our new Career Cen- 
ter will not only fill that gap, but provide a 
much-needed avenue for matching highly 
qualified industry professionals with the 
specialized jobs that require their skills.” 



Visi 


johs.nssf.org 


Lipsey’s Expands Fiat Dark Earth Line G42 


Lipsey’s has expanded their 3 3 -model 
Flat Dark Earth pistol line, adding their 
Exclusive CLOCK 42 in the new color 



scheme. Molded with the FDE color at 
the time of manufacture (as opposed to an 
aftermarket coating), the G42 is both du- 
rable and resistant to chipping. 

“The EDE line of GLOCKs have firmly 
entrenched themselves as a mainstream 
item,” says Jason Cloessner, Lipsey’s prod- 
uct development manager, who has been 
working with CLOCK for several months 
on the EDE model. “The G42 was a natural 
follow-up to what has become one of our 
most in-demand exclusive offerings.” 

Visit www.lipseys.com 


Blue Book, 3 Circle Announce Partnership 


Blue Book Publications, publisher of 
Blue Book of Gun Values reference data, 
and 3 Circle Software, creator of Gun 
StoreMaster software for PPL retailers, 
announce a partnership to deliver infor- 
mation and productivity tools for dealers. 
Integrating Blue Book’s firearm informa- 
tion with Gun StoreMaster MarketView, 
dealers will now have access to a system 
that can quickly provide the information 
needed to better buy and sell firearms. 

Gun StoreMaster’ s software mitigates 
the risk of losing or misinterpreting vital 
customer information and helps owners 
to quickly acclimate new hires and in- 
crease their productivity. In addition, the 
software provides an electornic eSAPE 
Bound Book and built-in integration with 
QuickBooks POS. 

“PPL dealers often need to support 
buying and selling decisions by research- 


Gun StofeMasiefC 


ing the firearm 
marketplace. Our 
system speeds up 
this process by 
connecting to various information sources 
in one easy-to-use place,” said Steve Har- 
ris, 3 Circle Software CEO. 

“We expect to leverage our unique in- 
formation in additional creative ways with 
Gun StoreMaster MarketView, to further 
benefit PPL dealers,” said Adam Burt, 
Blue Book president. 

Planned additions to the Gun Store- 
Master family include the Gun Store- 
Master Past4473 and the Gun StoreMas- 
ter MarketView services which present a 
more vivid picture of the firearms distribu- 
tion marketplace. 


Visit WWW. bluebookofgunvalues. com, 
WWW. 3 circle soft, com 
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ARMS & THE WOMAN 


Lisa Parsons-Wraith 


Gearing Up For Fall Turkey Season 


Going after gobblers is a trending shooting pastime among 
women. Women hunters are drawn to the interactive nature of 
turkey hunting and a chance to use a variety of skills to bag a bird. 
Since turkeys have a reputation for being crafty prey and many 
states have both fall and spring turkey seasons, hunters need a 
wide variety of equipment to have a successful day in the field. 
Luckily, manufacturers have taken note of women hunters’ en- 
thusiasm for going after turkeys — resulting in many specialized 
products designed for women are now on the market. 

Turkey Guns 

Remington’s V3 Field Sport autoloader shotguns are just the 
ticket for turkey hunting. The line features Remington’s Versaport 
gas system, which cycles lightweight loads — as well as heavier 
turkey loads — without a hitch. Women will really appreciate the 
Versaport system because it also reduces felt recoil. The 12-gauge 
V3 weighs in at 7.25 pounds and has another feature ladies will 
love: an adjustable length of pull system to create a custom fit. 
The V3 is available in walnut, synthetic black and Mossy Oak 
Blades Camo. 

Mossberg’s 835 Ulti-Mag 12-gauge pump-action shotgun in 
either a 20-inch vent-rib barrel or 24-inch vent-rib, ported barrel 
offers versatility as hunters can use it for either turkey or water- 
fowl. Chambered in 3.5-inch, it comes with an X-Factor ported 
turkey choke tube. Weighing in at about 7.5 pounds, the Ulti-Mag 
sports an adjustable fiber optic sight and is available in Mossy 
Oak Obsession or Break-up Infinity. 


Browning recently came out with a special National Wild 
Turkey Federation (NWTF) version of their popular Silver series 
of autoloaders. Sporting Mossy Oak Break-up Country camo, 
the Silver NWTF has a rifie-style HiViz 4-1 fiber optic sight and 
a 24-inch barrel that will shoot up to 3.5-inch shells. The length 
of pull is 14.25 inches, weight is 7.4 pounds and it has a capac- 
ity of four shells. This shotgun uses Browning’s Invector-Plus 
choke tube system including Full Strut tube. 

Weatherby also recently added new turkey guns to their line 
up with the Weatherby SA-459 Turkey semiauto and the PA- 
08 Turkey pump action. The SA-459 is fully dipped in Realtree 
Xtra Green camo and has a rubberized pistol grip. The 12-gauge 
version weighs 6.75 pounds, while the 20-gauge weighs 6.25 
pounds. Both 12- and 20-gauge will shoot up to a 3 -inch shell 
and their capacity is 5-1-1. It comes with an extended XF fiuted 
choke tube, and other features include a fiber optic front sight 
and removable Picatinny receiver mount. 

Winchester’s most current turkey gun is the SX3 Long 
Beard 12-gauge semiauto finished in Realtree Xtra Green camo. 
Women will appreciate the slimmer stock, grip and forearm 
dimensions for a lighter and more controlled feel. Other wom- 
an-friendly features include spacers to allow for an adjustable 
length of pull, drop and cast and a Pachmayr Decelerator pad 
that absorbs recoil. The self-adjusting Active Valve gas system 
further reduces felt recoil. The SX3 has a 24-inch barrel, weighs 
7.8 pounds, will shoot up to 3.25-inch shells and has a magazine 
capacity of four. 



Remington’s V3 Field Sport shotgun features the Versaport gas system, 
which regulates cycling pressure based on shell length — a key selling point 
for women turkey hunters wanting a shotgun with softened recoil. 


Manufacturers Commit To Women 

Getting that gobbler to come in close is paramount to a suc- 
cessful turkey hunt, and women can now find turkey calls sized 
for small- statured people. 

FOXPRO’S Crooked Spur line of turkey calls is ergonomically 
designed and easy to use. The Pink Fang comes in hot pink and 
is best suited to hunters with a narrow mouth palate. Tom Teasers 
also offers a variety of handmade turkey calls in a small-frame 
format. There are several options, so women can have the right 
call for the occasion. Flambeau Outdoors MAD Pink Panther la- 
dies turkey call was also designed with smaller palates in mind. 
Women will appreciate its small frame, light stretch and the fact 
that it can be trimmed for a custom fit. 

Turkeys are renowned for their keen eyesight and being able 
to sense hunters in the field, so a good quality camo with scent- 
blocking technology is a must. Under Armour’s line of camo for 
women has a wide variety of clothing for almost every situation. 
Their Scent Control Hunting gloves could prove to be a very pop- 


-Specific Caiis And Ciothing 

ular item. Not only do these gloves trap scents and whisk away 
moisture, they also have a silicone-plated palm for added grip and 
touch screen compatible fingertips. 

The Prois line of technical hunting gear also offers women 
many options. The clothing was designed by women for women 
and has numerous features to make it some of the best hunting 
gear out there. Prois’ camo base layers, pants jackets and shirts 
are all designed with a female hunter’s comfort in mind and with 
practical features like quiet fleece to ensure a successful day in 
the field. Accessories like 
gaiters, gloves, hats and 
backpacks round out the line. 


New from Flambeau Outdoors, 
the MAD Pink Panther diaphragm 
turkey call is designed for women. 
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Low Recoil Is Key 

Women who are sensitive to recoil will 
want to invest in low-recoil turkey loads. 
Hevi-Shot’s Magnum Blend Reduced Re- 
coil is available in 12- and 20-gauge and 
uses a combination of slower velocities 
and lighter payloads to manage recoil. 
Federal’s Mag-Shok HEAVYWEIGHT 
(LR) is another lower recoil ammo option 
available in 12- and 20-gauge. These 2.75- 
inch shells are purported to have 47 per- 
cent less recoil than 3-inch shells, yet still 
deliver gobbler-getting power. 

More women taking up hunting tur- 
key has really made manufacturers sit up 
and take notice. They are more than ever 
committed to welcoming women to the 
shooting sports and the current product 
offerings are reflecting their efforts. Even 
if you don’t have the room to stock all of 
these items, be sure to let women know 
they are out there and you can special or- 
der anything a female hunter needs. As 
more women take to the field, the num- 
ber of products available to them will in- 
crease, and they will remember who pro- 
vided them with the products they need as 
well as excellent customer service. 



Federal’s Mag-Shok HEAVYWEIGHT turkey load 
delivers 1,100 fps, with over 40 percent less 
recoil than other 2.75-Inch loads. 

From Muddy To Foxy 

Legacy Sports International recently 
announced their Muddy Girl camo has 
transitioned to Foxy Woods camo by 
Thunder Mountain Camo. The new Foxy 
Woods camo is available on the Howa line 
of bolt-action rifies and the Escort line of 
semiauto shotguns. Foxy Woods camo 
pattern combines realistic oak trees, leaves 
and acorns as well as a hot pink shade to 
make a unique pattern. ® 
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BACK BLAST & OTHEB HOT GASES 


Commander 

Gilmore 



\Nhy Would You Ever Leave? 


If you’re looking to hear about the daring heroics of a 
“Shawshank Redemption”-style prison break, I can tell you 
one place where you wouldn’t need an elaborate escape 
plan: Norway’s famous Bastoy Prison, which CCN once 
described as the “world’s nicest prison.” Situated on a 
picturesque one- square-mile island, this jail has more 
luxurious features than actual resorts. For one thing, 

Bastoy has no walls or fences — even prison cells are 
considered “inhumane” here, with inmates having 
keys to their own rooms. Instead, they’re lavished 
with access to tennis courts, beaches, a sauna ... even 
an organic farm. Not bad, eh? 

There’s no problem of overcrowding here, as the island 
houses approximately 115 inmates. And by the way, 
inmates can dress like everyday citizens, which is all part 
of Norway’s “pleasant-prison” philosophy. We’re not 
sure why, but escape attempts are pretty rare here. 

For one “guest” though, these accommodations just 
weren’t enough. An inmate who was serving time for 
drug and sex charges recently escaped the island with 
nothing more than a surfboard and a plastic shovel, making 
the roughly two-mile trek from the prison to mainland Norway 
in the middle of the night. I guess he couldn’t handle the fresh 
air and acres of farmland to roam in. The man hasn’t been caught 
yet, but if he does, he can look forward to being transferred to a 
high-security prison. In Norway, we’d have to wonder what that 
looks like — maybe only a hot tub and dial-up Internet access? 

With no sign of the escapee, he’s violated one of Governor 
Arne Kvernvik Nilsen’s rules: The governor meets with each new 
inmate and asks if they should successfully escape, to call him via 


Illustration by Nick Petrosino 

phone so he knows they’re safe and won’t have to send the Coast 
Guard looking for them. Sounds like a nice guy, right? For all we 
know, the escapee may be enjoying a tropical-infused drink on 
one of Norway’s other pristine beaches. 


She Delayed The Inevitable 

Unlike the successful escape attempt 
in this month’s lead story, we recently 
stumbled upon one with slightly more 
intrigue that ended quite differently. Er- 
lynn Sanchez-Edwards was arrested four 
weeks after she jumped from the San 
Francisco-Oakland Bay Bridge into the 
water of the bay below. She was trying 
to evade police officers as they were at- 
tempting to help her after she was in- 
volved in a collision on the bridge. Why 
would she want to take the 70-foot plunge 
into the icy bay, you ask? Well, the fact 
she was under the influence and driving 
a stolen car from Los Angeles may have 
something to do with it. 

Officers knew Sanchez-Edwards had 
likely survived her escape attempt after 
witnesses saw a woman emerge from the 
water and a truck driver reported picking 
up a woman in wet clothing soon after. 
Following an anonymous tip, Sanchez- 
Edwards was arrested in Oakland on sus- 
picion of car theft, receipt of a stolen ve- 


hicle, hit-and-run causing injury, resisting 
arrest and driving under the infiuence. We 
hope she enjoyed her extra four weeks of 
freedom, because she won’t be receiving 
the same plush benefits as her counterparts 
in Bastoy Prison. 

I Told You Guys 
That Stuff Is Dangerous 

I hate asparagus. So, sue me, okay? 
Yeah, yeah, I’ve heard all that stuff about 
“Just try it with this creamy Alfredo 
sauce,” and “Cover it with bacon, splash 
on some salsa, and wow!” No. Just no. 

Anytime you have to cover up some- 
thing nasty with something tasty just to 
make it edible, count me out. Apparently 
I’m not alone, and there are other people 
who even see it as a threat. 

Police calls in rural northeastern Ger- 
many are pretty rare, and the kind of calls 
they get are like, reports of loose geese, or 
a driver who stopped for a nice lager after 
work driving his tractor off the cow path 
into a ditch. So, you can imagine how the 


local cops reacted when they got a panicky 
call reporting a criminal-looking mob of 
about 15 people advancing menacingly 
down a road armed with knives and sticks. 

Six police cruisers screamed to the 
scene — six, pretty much being “every- 
body available.” And there was the mob! 
And they had threatening-looking things 
in their hands! But the brave officers 
charged in and challenged them. 

Those suspicious weapons? Big juicy 
stalks of white asparagus. White aspara- 
gus is a seasonal delicacy, with most of 
the crop going to fancy restaurants. The 
“mob” was a bunch of asparagus harvest- 
ers, who take great care not to bruise the 
expensive stalks. Well, I guess if you get 
one big enough you could whack some- 
body with it, and the ends are kinda 
pointy . . . ® 
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By Steue Miller 

Hardly a week goes by without a company within the 
shooting sports industry receiving another request from a youth 
program leader for a donation of either money or products to 
support their group. Should the company provide support? 

We all recognize the importance of introducing youth to 
the pleasures and responsibilities of the shooting sports, but 
finding the right programs to endorse can be a difficult and 
time-consuming process. Where can a company go to receive 
guidance in selecting which youth programs to support to ensure 
their donations will have the greatest impact on recruiting and 
retaining youth in the shooting sports? 

As a service to the industry, the Youth Shooting Sports 
Alliance (YSSA) identifies youth shooting sports programs 
with the greatest return on investment and prioritizes them 
based on criteria such as program quality, potential for growth 
and participation levels. 

Each year, YSSA conducts a National Assessment of Youth 
Shooting Sports Program Needs to identify limitations to 
program growth because of the lack of shooting sports equipment 
and supplies. Invitations to participate in the assessment are sent 
to National 4-H Shooting Sports state coordinators. Boy Scout 
Councils and a host of other independent youth programs. The 
YSSA reviews proposals and identifies the priority programs 
that best contribute to the future market goals of the industry. 

Scouting teaches youth the safe, responsible use of firearms, airguns 
and BB guns in carefully managed and supervised programs. Archery, 
Rifle and Shotgun Shooting merit badges have all grown in popularity 
over the last decade. 


YSSA recognizes the National 4-H Shooting Sports Program as a leading 
organization in introducing youth to the shooting sports. Each year, 4-H 
teaches a shooting sport to over 300,000 kids. 

By working with some of the most respected manufacturers 
in the industry, YSSA has established a sound foundation in 
providing product support for priority youth shooting sports 
programs nationwide. In 2014, the YSSA played a significant role 
in assisting programs to introduce 72,000 youth to the shooting 
sports. 

The YSSA Shooting Sports Equipment Loan Program 
continues to be a popular resource of firearms, archery equipment 
and BB guns available for use by youth shooting sports programs. 
This program is a “loan” program, not a “rental” program. 
The cost of shipping loaned firearms, BB guns and archery 
equipment to groups is paid by YSSA. The user youth programs 
are responsible for the cost of returning the loaned equipment. 

The inventory of firearms available for loan currently includes 
over 600 rifles, shotguns and pistols, hundreds of Daisy BB guns 
and a large amount of archery equipment. The majority of this 
equipment was either donated or offered for purchase to the 
YSSA at significant price concessions. 

The YSSA Donated Sporting Goods Program provides an 
opportunity for manufacturers, distributors and sportsmen and 
women to donate their old guns and other sporting goods to help 
YSSA build the next generation of shooters. Donations are, in 
turn, sold on GunBroker.com. 

At the close of 2014, these auctions generated over $500,000, 
which was used to purchase equipment and supplies to support 
youth shooting sports programs nationwide. 

The YSSA welcomes partnerships with companies and 
individuals who share their passion for recruiting and retaining 
kids in the shooting sports. Eor more information, contact Steve 
Miller, YSSA executive director at (240) 347-435 1 or by email at 
proud2hunt @ aol .com . 

Visit www.youthshootingsa.com 
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Nearly 40% 
of the Anderson 
workforce are 
US veterans. 


Your Anderson Rifle: 

^ • Never needs oiling 

• Fires with 85% less friction 

• 23% faster action 

• Cleans up with soap & water 


G 


es 


U 


Spend less time 
cleaning your rifle and 
more time hunting. 

Our Anderson AM1 5-M4 
Tiger's beautiful camo 
finish is perfect for 
hunting and will 
last for generations. 


Our RF85 NO LUBE 
nano technology 
never needs oiling 
and will let you 
fire your weapon 
thousands of rounds 
t between cleanings. 


The AM15-M4 Tiger is TIGER STRIPED (UPPER, LOWER AND EXT FOREARM), chambered in .223/5.56; comes with a 
16" Chrome Moly Vanadium Steel M4 contour barrel 1-8 twist. Forged Receivers, Magpul Butt stock and Magpul 
pistol grip, Anderson Low Pro Gas Block, Anderson's Knight Stalker Flash Hider, Anderson's EXT Free Float, 
Anderson's proprietary 17-4 stainless steel match grade Trigger and Hammer, Standard Charging Handle, Ambi 
sling mount, one thirty round magazine. All receivers, charging handles and buffer tubes are 7075 T6. Available in 
NO LUBE RF85 and standard lubrication non-RF85 models. 
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hen it comes to putting on the Ritz, few do 
it better than those in our industry “family” 
who come in droves to champion the shooting 
sports. This year, over 300 big cheeses, 
flappers, hard-boiled cats — even a few 
torpedoes — turned up at the 2015 edition 
of the Shooting Industry Masters. This 
13th annual industry-only event embraced 
camaraderie, friendly competition and support 
for the future of the shooting sports. 


Owned and operated by FMG Publications, the Shooting 
Industry Masters took place July 24-25 at the Claythorne 
Lodge in Columbus, Kan. Masters attendees enjoyed two 
days full of shooting Centerflre, Rimflre, Sporting Clays and 
Team Tactics events, while making the rounds on 17 side 
matches and reliving the best of the Roaring Twenties. The 
focus of this year’s match was on team building — which 
meant teams competed as a unit for their cumulative scores 
on the Centerflre, Rimflre, Sporting Clays and Team Tactics 
events and individual scores were not recorded. 









“The enthusiasm streaming from every participant as they 
experienced two days’ worth of team building, shooting relays 
and side match capers reminded us again how the people behind 
the brands really are the glue of the entire industry,” said Randy 
Molde, Masters chairman and FMG VP of business development. 

I^ul^es j— OT* ^[ie 

The “Claythome Caper” reeled in an impressive haul of 
$71,650 in support of the shooting sports. This year’s event 
generated $57,600 for NSSF’s First Shots program toough raffle 
ticket sales, side match participation and several special custom 
gun auctions hosted on GunBroker.com. With this year’s total, 
the Masters has now raised $338,600 for First Shots since 2008. 

“After 13 years and as many climate variations, we’ve 
discovered Shooting Industry Masters participants must be 
super-human,” Molde said. “It’s the only thing that explains their 
disregard of elements in favor of an overwhelming desire to shoot 
an unprecedented number of events and still have strength to 
invest in thousands of dollars worth of raffle tickets, all in support 
of First Shots.” 

“FMG’s Shooting Industry Masters continues to be the most 
exciting industry-wide participatory competitive event,” said 
Steve Sanetti, NSSF president and CEO. “They always And ways 
to outdo themselves, and the Masters just keeps getting better! 
Best of all is their completely unselAsh devotion to NSSF’s First 
Shots program, which has introduced many thousands of new 
participants to the shooting sports during the last decade.” 

Sixty-four sponsors signed on to help produce the 2015 
Shooting Industry Masters. Fifty-three industry manufacturers 
and supporters contributed products for 55 raffle prize packages, 
which also raised money for the shooting sports. 

In addition to supporting First Shots, the Masters raises 
money for the USA Shooting Team. This year, $14,050 was 
raised through auctions on GunBroker.com and six live auctions 
that took place during the Masters Awards Banquet — bringing 
the Masters’ lifetime contributions in support of USA Shooting 
to $75,000. 


TMG’s Shooting Industry Masters continues 
to be the most exciting industry-wide 
participatory competitive event.” 


- Steve Sanetti, NSSF president and CEO 


“As America’s shooting team, every dollar counts toward 
achieving our mission and we’re proud to know we have a team 
of people standing behind us in pursuit of our goals,” said Robert 
Weekes, USA Shooting chief marketing officer. 

A record $24,212 was raised through several one-of-a-kind 
Masters custom gun auctions hosted on GunBroker.com. 

“You shouldn't be allowed to have so much fun while 
raising money, but we greatly enjoy working with everyone 
on this auction,” said Don Hall, GunBroker.com COO. 
“Congratulations and thanks for the great job FMG 
does on this shoot in support of First Shots and 
USA Shooting.” 


Masters “Chopper Squads” competed in four main events: 
Centerfire, Rimfire, Sporting days and Team Tactics. New 
for this year, oniy the top team in each event was recognized 
at the Masters’ Saturday night Awards Banquet. 
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Since 2012, the Masters has focused on a theme for the two-day 
match and festivities. Attendees have embraced the fun, celebrating the 
’50s, Old West and pirates in recent years. This year, fedoras, zoot suits 
and flapper outfits were out in full force at the Masters Big Shot Ball 
held at the Downstream Casino Resort in Quapaw, Okla. The Big Shot 
Ball featured a costume contest to recognize the Dapper Chaps, Flapper 
Dames and best-dressed couple, with the winners being chosen by the 
crowd’s applause. 

Joel Hanson of Team DeadRinger, and Rick Lesser of Team Sharps 
Rifie were awarded “Dapper Chap” for arriving at the Ball as a “copper” 
and tommy gun- wielding mobster respectively. The two “Flapper 
Dames” were XS Sights’ Tanya Gorin and Winchester Ammunition’s 
Laci Warden. The best-dressed couple turned out to be the best-dressed 
family, with Rob Pincus from I.C.E. Training winning the award with his 
wife and their baby daughter. 

This year’s Spirit Award went to very deserving winners: XS Sights. 
The company has embodied the Spirit of the Masters the last few years, 
and this year, XS arrived at the Claythorne Caper dolled up to support 
the industry with a fun-filled side match, high style costumes and their 
infectious enthusiasm. 


l^ciFcIi P^cini6i 

Side matches at the Shooting Industry Masters have grown into an 
event favorite for attendees. For $5 per attempt, shooters can participate 
in any number of side matches. This year, many of the side match hosts 
offered awards for their match’s top shooter. Fellas, dames and Peeper 
Pass guests took part in 17 side matches at Kimber’s “Lead Falls Place,” 
Streamlight’s “Speakeasy Road” and BLACKHAWKl’s “Bootlegger 
Bend,” all of which encouraged a carnival-style atmosphere with 
company banners, numerous ’20s-themed matches and thousands of 
rounds sent downrange. 

clock’s “Roaring GLOCKs” event was the top-earning side match, 
raising $1,910 in support of First Shots. The next two top-earning side 
matches were Benchmade’s “Bootlegger Challenge” ($1,670) and 
XS Sights’ “Snitches Get Stiches” ($1,650). In total, the side matches 
generated $20,115 for First Shots. 

“Supporting the NSSF First Shots Program via side matches is one 
of the many reasons to attend the Masters,” said Bob Radecki, CLOCK 
national sales manager. “CLOCK has sponsored a side match for several 
years and we’re very happy to raise the most money at this year’s event 
— donating $1,910 to First Shots via our industry friends’ participation.” 


1) Masters shenanigans were in fuii swing as attendees attempted to escape the 
heat. 2) Dianna Liedorff (Team Beneiii USA) poses after compieting XS Sights’ side 
match. 3) Team PoiyOne receives instructions as they prepare to take part in the 
Rimfire event. 4) Larissa McHaie (Team Rough R iters) runs through the Centerfire 
event, in a Masters twist, each team member was required to make a “getaway” by 
carrying a moneybag to compiete the stage. 
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Raffle i Auction Prize Sponsors 


Aimpoint 

Klecker Knives 

Battenfeld Technologies 

LaserMax 

Brite-Strike 

Lionheart Industries 

Buck Knives 

MaelWear 

Cabela’s 

Ogre Manufacturing 

Carl Zeiss Sport Optics 

Osceola Outfitters 

Century Arms 

Plasticase 

Colt’s Manufacturing 

Primary Weapons Systems 

Creed moor Sports 

Remington Outdoor Co. 

Crimson Trace 

Rock River Arms 

CRKT 

Ruger 

CrossBreed Holsters 

Savoy Leather 

CZ-USA 

SRC Sharps Rifle Company 

Daniel Defense 

SIG SAUER 

EAA 

Sierra Bullets 

FNH USA 

Springfield Armory 

Fulldraw Outfitters 

Taurus USA 

Gerber 

TOPS Knives 

Hallmark Cutlery 

Traditions Performance Firearms 

Hodgdon 

Trijicon Inc. 

Hornady 

TRUGLO 

HPR Ammunition 

UM Tactical 

Hyskore 

Walker’s Game Ear 

I.C.E. Training 

Weldon Lister Engraving 

Kahr Firearms Group 

ZERO Inc. 

Kai USA - Kershaw 



Clays Cage Sponsors 


Big Rock Sports 
Shooters Supply 


Sierra Bullets 
Warne Scope Mounts 


equipment i Auuuunition Sponsors 


Beretta 

Black Hills Ammunition 

Brownells 

CORBON 

Federal Premium 

Fiocchi 

CLOCK 

Magpul 


MGM Targets 
O.F. Mossberg & Sons 
Remington Outdoor Co. 
Ruger 

Smith & Wesson 
Target Factory 
Umarex/Elite Force 
Winchester Ammunition 


Shooter’s Bag Sponsors 


Action Target 
BLACKHAWK! 
BREAKTHROUGH CLEAN 
Century Arms 
CrossBreed Holsters 
Daniel Defense 
FNH USA 
GunBroker.com 


Howard Leight 
Lanksy Sharpeners 
Magpul Industries 
Mission First Tactical 
Otis Technology 
Rock River Arms 
UM Tactical 
Universal Nutrients 
XS Sights 


















Industry/Open Centerfire Champions — ^hooters Supply 1 i 2 


C^lioppe'r ^^c\\ja^ C^licimpions 

New for this year, only the top-performing teams in the 
Industry and Open Class were recognized in each of the four 
official events: Centerfire, Rimfire, Sporting Clays and Team 
Tactics. For Centerfire and Rimfire, the scores were based on 
the cumulative time of the team on the stage and members 
of each team had to carry a “money bag” before making a 
getaway to the next part of the stage. 

As with previous years, the Masters doesn’t announce the 
scores of teams — which adds to the fun of the event, as 
teams grapple to outdo each other in stretching the truth on 
how well they shot each stage. 

Shooters Supply didn’t have to worry about lying too 
much, as they dominated the Centerfire event. Shooters 
Supply Team 2 had the fastest cumulative time in the Industry 
Class (Lewis Christopher, Nicholas Christopher, Travis 
Fitzpatrick, Logan Fitzpatrick) and Shooters Supply Team 1 
were the Open Class champions (Steve Griffin, Jim Johnson, 
Mark Itzstein, Jack Jawor). 


[yen in today’s tight market, Masters 
sponsors, teams and attendees came out 
to support the shooting sports — keeping 
it vibrant, alive and hitting on all eight 


In the Rimfire event, Ruger Team I was the Industry’s 
top team (David McDaniel, Phil Hannum, Robert Kallio, 
Rick Foley), while the Rimfire Open champion was Team 
BLACKHAWK! (Rob Gates, Chuck Buis, Todd Jarrett, Bob 
McNulty). 

STI took the spoils as the Sporting Clays champion for 
the Industry (Jens Krogh, Chad Rhea, David Cupp, Bobbi 
Hedegard), and Luth-AR hit the most clays in the Open Class 
(Jim Clark, Bruce Piatt, Tate Moots, Randy Luth). 

For Team Tactics, Davidson’s Team 2 had the fastest 
time for the Industry (Seth Heinbaugh, Porter Walters, Gina 
Perona, Sabrina Belotti) and Team Brownells was the Open 
Class champions (Roy Hill, Ryan Hennig, Paul Levy, Sarah 
Beard [USA Shooting]). 


Industry Sports Champions — STI 


2pecicil l^ecogniFions 

During the Masters Awards Banquet, Randy Molde 
and Russ Thurman, Masters match director, presented the 
Founder’s Award to David Shaw, Fiocchi Ammunition 
marketing director. Shaw played an instrumental role in the 
early success of the Masters and came up with the concept 
that led to this annual industry event. He was presented a 
custom knife made by Phil Evans of Glenview Forge. Based 
in Columbus, Evans forged knives onsite at the Claythorne 
Lodge during the match. 

Before the Masters Raffie, American Handgunner Publisher 
Roy Huntington provided an anecdote on the strength of the 
industry and how the people in it are “the glue that holds 
our industry together.” Even in today’s tight market. Masters 
sponsors, teams and attendees came out to support the shooting 
sports — keeping it vibrant, alive and hitting on all eight for 
future generations to enjoy. This is why Masters sponsors and 
teams will always be the Bee’s Knees! 
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To stay up-to-date on the 
latest Masters announcements, 
visit www.shootingindustry.com/ 
masters and “Like” the Masters 
Facebook page at www.facebook. 
com/shootingindustry masters. ® 


The GunBroker.com gang 
looks ready for a turf war at 
the Masters’ Big Shot Ball. 
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2015 Participating T^ams 


Masters pvents 


Benchmade 

Kahr Firearms Group 

Benelli USA 

Kimber 

Beretta 

Leupold & Stevens* 

Big Rock Sports 

Lipsey’s 

BLACKHAWK! 

Luth-AR 

Brownells 

MKS Supply 

Browning 

MTM Molded Products 

Bushnell 

Nation’s Best Sports 

Cabela’s 

NSSF* 

Century Arms 

O.F. Mossberg & Sons 

Chattanooga Shooting Supplies 

Oneida Molded Plastics 

Colt’s Manufacturing Co. 

PolyOne* 

ConvExx/Freeman 

Remington Outdoor Co. 

Crimson Trace 

Ruger* 

CrossBreed Holsters* 

Shooters Supply* 

Daniel Defense* 

Sierra Bullets 

Davidson’s Inc.* 

SIG SAUER 

DeadRinger 

SRC Sharps Rifle Co. 

Diamondback Firearms 

STI International 

DoubleStar Corp. 

Streamlight* 

EAACorp. 

Taurus USA 

Federal Premium 

The Rough Riters 

Fiocchi Ammunition 

Timney Triggers 

Freedom Hunters 

Trijicon Inc. 

Gerber Gear 

WaltherArms 

GLOCK Inc. 

Warne Scope Mounts 

Gun Talk Media 

Winchester Ammunition 

GunBroker.com* 

XS Sight Systems 

Hodgdon 

Zanders Sporting Goods' 

Hornady* 


Howard Leight 

* 2 Teams 

I.C.E. Training 

** 3 Teams 


Know Your Qnions! 

To relive the excitement of the 13th Annual 
Shooting Industry Masters, visit www.shoot- 
ingindustry.com/masters to view footage of 
the event and additional photo galleries. 


CENTERFIRE 

Hornady’s “Chopper’s Alley” 
Ruger’s “Bean Shooter Blvd.” 

RIMFIRE 

Smith & Wesson’s “Roscoe Retreat” 
Leopold’s “Fumbling Flippers” 


SPORTING CEAYS 

Brownells’ “Red Giggle Waters” 
Zanders’ “Bluenose Bay” 

TEAM TACTICS 

Taurus’ “Gumshoe Gulch” 


Masters Side Matches 


Benchmade 

“Bootlegger Challenge” 

Benelli USA 

“M3K Moonshine” 

Cody Firearms Museum 

“Untouchables Ambush” 

FMG 

“Five Stand Scatter” 

Freedom Hunters 

“Aerial Assault” 

CLOCK Inc. 

“Roaring GLOCKs” 

HPR 

“Yesterday vs. Tomorrow Shootout” 

KahrArms 

“Thompson Shootout” 

MKS Supply/Inland Manufacturing 

“Audio Murphy Pillbox Showdown” 


Winchester Ammunition 

“Long Beard XR Still Target Challenge” 


XS Sights 

“Snitches Get Stiches” 


PolyOne 

“St. Valentine’s Day Shootout” 

Sharps Rifle Co. 

“Sharpshooter’s Power Spin” 

STI International 

“Texas Two-Step” 

Taurus USA 

“Dustbowl Shootout” 

Umarex 

“Air Masters” 

WaltherArms 

“The Shootout At Fort Smith” 
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By KEVin RUSSELBURG 


D ealers are accustomed to making adjustments when 
it comes to shifts in the marketplace. Seasonality of 
items and stocking new models entering the market 
have long been common considerations, but how 
are dealers reacting to overall trends taking place in 
the handgun marketplace? 

Informed dealers and instructors alike agree the “perfect 
gun” is solely dependent on the customer. Ultimately, your 
handgun customers must be comfortable with the gun 
they choose, including its action, recoil and frame size. 
Narrowing down the selection for each individual starts with 
the intended purpose of the gun. For example, a customer 
looking for a target handgun would yield different results 

Ruger’s new Redhawk is chambered in .45 Auto and .45 Coit, the 
first Redhawk modei capabie of shooting both revoiver- and pistoi- 
caiiber buiiets from the same chamber, it features a 4. 2- inch barrei 
and checkered hardwood grips. 

Davidson’s is now offering an exciusive iine of SCCY Biue pistois. 
Chambered in 9mm, the four new Davidson’s exciusives are the SCCY 
CPX-1-CBSB, CPX-2-CBSB, CPX-1-TTSB (below) and CPX-2-TTSB. 


than a concealed-carry customer. The ability to respond to 
these varying purposes requires maintaining a wide selection 
— so it’s important for dealers to offer a variety of models, 
frame sizes and calibers to fit those individual needs. 

THE USUAL SUSPECTS 

In talking with other dealers, it’s interesting to note 
no particular manufacturer or handgun model is currently 
dominating sales, but small- and medium-sized, polymer 
frame semiautomatics still hold the top spots for handgun 
sales — especially for the concealed carry market. 

“The CLOCK 17, 19, Smith & Wesson SHIELD and the 
Springfield XD series of pistols still sell very well and we 
try to keep as many of them in stock as we can,” said Barry 
Soskin, owner of Lombard Gun Shop and Article II Range 
in Lombard, 111. “It’s difficult to say how much impact the 
CLOCK 43 will have on sales, because they’re still very 
difficult to get right now.” 

Tim Holladay is the owner of Doc’s Guns and Ammo, a 
firearms and accessory store in Eureka, Mo., and he noted 
9mm handguns outsell handguns of other calibers for a 
variety of reasons. 




* 
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Walther’s CCP (Concealed Carry Pistol) 
in 9mm features SOFTCOIL gas-delayed 
blowback technology to enhance shoot- 
ability for this concealable semlauto. 
For defense in populated urban areas, 
CORBON expanded its Urban Response 
series to include a 9mm +P 100-grain 
round, which has a new gilding metal 
jacket filled with a soft lead core that 
forms into a patented “I/” shape. 




“Handguns in 9mm continue to be the best-selling 
caliber because of things such as magazine capacity, the 
cartridge is readily available and reasonably priced. The 
manageability of the recoil is also a very big consideration 
for many shooters when buying a 9mm handgun,” Holladay 
said. 

Although trends in the current market tend to favor new 
shooters, and semiautomatics, there’s still a considerable 
amount of activity with revolver and 1911 styles as well. 
“These models continue to have steady sales, but not really 
a growth area especially when it comes to new shooters,” 
Holladay added. 

HR OFFER THEO CHO’T REFUSE 

Manufacturer incentives are helping dealers drive sales 
as well. Traditional cash rebates don’t have nearly as much 
of an impact as free accessories. Additional magazines, 
cases, holsters, etc., are very attractive bonuses for 
purchases, especially for new shooters. 

“Manufacturer incentives definitely help make 
the sale, especially when it comes to new shooters 
making their first purchase,” said Holladay. 

In addition to manufacturer incentives, shop 
owners are also providing their own deals to drive 
new sales. For those dealers with gun ranges, rental 
programs help by exposing customers to a variety 
of options to try out before purchasing. The cost is 
relatively low to the dealer and the customer can 
find the make and model that’s right for them. 

Package deals — such as range bags, hearing 
and eye protection — along with instruction and 
range time are useful to attract first-time buyers and 
casual shooters. It’s not uncommon for someone 
who purchases their first firearm to come back 
in just a few days, or weeks to make another 
purchase. This is why offering service 
beyond the sale is extremely important to 
these buyers. 

As an incentive to new shooters and 
new customers in general, many dealers 
are offering basic pistol instruction as an 
additional service that can be included or 
discounted with the sale. 


HDDITIOnRL mHGHZinES, CRSE5, 
HOLSTERS, ETC., RRE VERS RHRRCTIVE 
BORUSES FDR PURCHRSES, ESPECIRLLS 
FDR REID SHOOTERS. 

“We always provide a one-hour lesson for free, and 
a range pass with any purchase,” Soskin said. The range 
pass provides access to Lombard Gun Shop and Article 
II Range’s 32-lane indoor pistol and high-power range — 
offering one of the largest varieties of modem and unique 
selections of firearms in the area. Customers will also find 
two full-time gunsmiths on site. 

Dealers report manufacturer rebates have increased handgun sales 
in their stores. Springfield’s current “Gear Up & Go!” promotion is 
giving customers $135 worth of free gear with the purchase of any 
handgun. 


CORBON Urban Response 9mm 


Walther CCP 




IT’S LHDIES RIGHT 

One obvious shift in the marketplace you’ve likely 
noticed in your store is the growing number of women 
trying out and purchasing handguns. This trend appears 
to be consistent across all regions and is a significant 
shift toward women becoming interested in the shooting 
sports. The reason for their interest varies as much as the 
types of handguns they’re buying, but one thing is certain 
— women are educated on what they want before making 
a purchase. 


Doc’s Guns & Ammo carries a wide range of smaii- and medium- 
frame semiautomatic handguns to support the increased number 
of women shooters. Tim Hoiiaday shows some of the features 
and benefits of a poiymer semiauto to a customer. 

Manufacturers have responded to this growing trend 
by offering several models in pink and purple versions. 
While these do attract a certain percentage of the market, 
most women are not as interested in the cuteness factor as 
much as they are comfort and feel. 

“Ten years ago I would walk onto the floor and see a 
bunch of men standing around talking. Today I see pink 
and purple. Men are there with their wives, but I also see 
women coming in alone, or as part of a group of women. 
They educate themselves via the Internet. They come in 
knowing what they’re looking for,” Soskin added. 

While some women are purchasing handguns for 
personal protection, others are getting involved out of 
curiosity, or participating as part of a group activity with 
other women. Some ranges are even offering “ladies only” 
classes as well as a “ladies night” where they can shoot 
and socialize with other women interested in the sport. 

“One night a week, we offer a ladies night program where 
women shoot for free, and the response has been tremendous. 
We also offer women-only shooting competitions and the 
interest in that area is growing,” Soskin said. 

The women purchasing primarily for self-defense tend 
to gravitate toward small-frame revolvers because of their 
concealable size, and they feel more comfortable with their 
ease of use. Small- and medium-frame semiautomatics 
tend to be preferred by women purchasing for sporting, 
recreation and in-home protection. 
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RimFIRE lUOES 

Not all current trends in the industry 
are positive. Over the last couple years, the 
lack of .22 LR ammunition has been the 
biggest negative impact on the industry. 

“I’ve owned and operated Article II 
since 1977 and I’ve never seen a shortage 
of ammo like we’ve experienced over the 
past two years,” Soskin said. “I don’t have 
enough .22’s to sell to the general public. 
I use everything I have for classes and 
range rentals.” 

According to Soskin, this prolonged 
shortage will take away an important “rite 
of passage” for many younger shooters. 

“Ultimately, in my opinion, this will 
hurt the industry. Younger shooters who 
traditionally train on the lower recoil, 
inexpensive ammo won’t enter the market 
until they’re older and can handle larger 
centerfire options. Walking into a store 
and buying a .22 LR target pistol off 
the shelf for training was once a rite of 
passage. Now they sit due to the lack of 
affordable, readily available, good quality 
.22 LR ammunition,” he said. 


CHSTIHG H lUIDER RET 

Dealers are turning to social media 
as a means to reach new and existing 
customers. Facebook and Twitter are 
proving to be effective, inexpensive tools 
for staying in touch with their customer 
base. These types of communication 
outlets allow dealers to instantly update 
their community with the newest and 
sometimes hard-to-get inventory. 

“I update our Facebook page two 
or three times a day. When I receive a 
CLOCK 43 and post it to our Facebook 
page, it’s gone within an hour,” Holladay 
said. “It has been a great resource for 
updating customers about our inventory, 
announcing any specials we are offering, 
and attracting new customers with very 
little expense.” 

Other social media tools, such as 
Groupon, have been effective campaigns 
for attracting new customers from a 
much broader base. “It raises range 
awareness and allows us to reach people 
outside of our immediate area,” Soskin 
stated. “I can run an ad at a very low cost 
and bring in groups for classes, which in 
turn, drives sales.” ® 


Kevin Russelburg is the owner/operator of 
Datum Arms, a firearms sales and training 
business located in Bolingbrook, III 
Kevin is a U.S.M.C. Veteran, Concealed 
Carry and NRA-Certified Instructor 
and also deals in NFA Class III (SOT) 
transactions. 
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If the level of consumer interest in the 2015 BLADE 
Show is any indicator on the future of the cutlery in- 
dustry, then there’s plenty of evidence to suggest a very 
healthy knife market for manufacturers and dealers. For 
years, cutlery professionals have worried about bring- 
ing young knifemakers into the fold — but now there’s 
no reason to worry. New knife companies, young cus- 
tom knifemakers and a hungry new generation of knife 
customers were everywhere at this year’s BLADE Show. 
Established manufacturers have responded to this influx 
of new customers by adjusting their offerings 
to meet their interests with a variety of new 
offerings. In addition, the accessory end of 
the cutlery market continues to grow at an 
increasing rate. This year’s BLADE show- 
cased a number of new offerings that will 
pique the interest of your knife customers. 


Steel Will Knives has charged onto the cutlery scene 
the last few years and their new Censor 1300 series line 
of compact fixed blades will certainly add fuel to the 
company’s momentum. These knives feature pistol grip- 
style handles available in three blade styles. MSRP is a 
highly affordable $59.99, complete with an injection- 
molded adjustable sheath. 

Ferrum Forge Knife Works, located in San Diego, 
offers high-end folders in limited runs. These are not for 
the faint of budget, but if you have an upscale clientele 
these are just the ticket. Ferrum does do a lot of business 
with dealers, reaching out to them via social media to 
promote their limited-run models — which are often 
sold out before they’ve finished production. Jason Brous 
made custom knives for several years before he shifted 
to mid-tech production knives under the name of Brous 
Blades to keep up with the demand. His Silent Hero 
folder is a rock- solid small folder with a nice entry-level 
MSRP of $199. 

Combative Edge’s X9 folder is a mini bull shark in 
the hand. This upscale, aggressive titanium frame-lock 
folder features upscale S30V blade steel and clocks in at 
an MSRP of $350. 

Vehement Knives’ Matt Martin crafts extremely well 
made edged tools. The Paragon spear-point fixed blade 
— coming in at 9.8 inches overall — is a rare blend of 
sleek and tough. The $275 price tag is a great way to 
introduce your customers to handmade quality without 
the sticker shock. 


NEW STYLES FORSEO 


Because of Spyderco’s second-generation Manix 2’s 
success, the company elected to add three new models 
to the line. Our pick is the new G-lO-handled version, 
which kicks the desirability factor into high gear. MSRP 
is $157.95. 

Benchmade has a reputation for making some of the 
best upscale factory folders in the industry and their new 
model 761 Ti-Monolock carries on the company’s repute. 
Titanium and M390 Super Steel make this frame-lock as 
close to custom quality as it gets. Its MSRP is $390. 


NOTABLE NEWCOMERS 


Battle Horse Knives made a splash at 
BLADE this year thanks to a huge booth 
loaded with an array of knives. This ener- 
getic young company specializes in fixed 
blades for the outdoorsman and bushcrafter. 
One of our favorites is the Large Workhorse, 
an 8.5-inch overall camp knife at a reason- 
able MSRP of $170. 

Habilis Bushtools is another emerging 
young company with a focus on the hot 
bushcraft segment of the market. Their 
Nessmuk fixed blade (9.5 inches overall) 
features a large blade with a Scandi grind, 
perfect for a multitude of camp chores. 
MSRP is $179. 


New 2015 offerings from Steel Will Knives in- 
clude the Chieftain 1610/1620 and Darkangei 
900 (below). With blade lengths of 7.48 and 
5.83 inches respectively, each fixed- blade knife 
will appeal to tactical customers. 
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Built for skinning, the Appalachian from Emerson has a 3. 7-inch 
blade, which comes in either a black or stone-washed finish. 

TOPS Knives’ popular Baja 3.0 fixed-blade now has a 
big brother: the Baja 4.5. This versatile drop-point style 
fixer features TOPS’ Black River Wash blade finish with 
grooved green Micarta handle scales. MSRP is $200. 

Lansky is known for their mega line of sharpeners, 
but the past few years their knife collaborations with cus- 
tom knife rock star Mikkel Willumsen have been turning 
heads. Their latest is the Responder X9. This folding knife 
is loaded with style at a very affordable MSRP of $53.99. 


Gerber introduced the new Gator Premium series of hunting 
knives earlier this year, with fixed-blade and folding models. 


Continued from page 46 


Columbia River Knife & Tool (CRKT), in collaboration 
with custom knifemaker Lucas Burnley, has released a pair 
of runt folders called Squids. Only 4.49 inches fully open, 
the Squids can be had in a satin or black stone- wash fin- 
ish, and at an MSRP of only $29.99 they’re bound 
to be a hit with young buyers on a budget. 

Zero Tolerance, a division of KAI 
USA which also includes Kershaw and 
Shun (kitchen) knives, has new knife making 
waves with the new 0900 Les George designed folding 
titanium bowie. This little palm full of power rocks a ti- 
tanium frame-lock and stonewashed S35VN clip-point 
blade. MSRP is $240. 

Taylor Brands’ Schrade won the youth-driven BLADE 
Show 2015 People’s Choice Award for their highly afford- 
able, hard-working SCHF36 Frontier Drop Point fixed- 
blade. The SCHF 36 comes outfitted with a pouch on the 
sheath, which includes a ferro rod and sharpening stone 
— all at an MSRP of only $43.74. 

Boker USA has added two upscale additions to their pop- 
ular Kwaiken fine of Lucas Burnley flipper folder designs. 
These deluxe versions feature titanium and carbon fiber 
handles with MSRP prices of $215 and $229 respectively. 
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KRUDO Knives continues 
to be a leader in self-defense 
knives. One of Louis Krudo’s lat- 
est is the KRONA folder, a beautifully 
designed everyday carry knife with a 
pistol grip handle and drop-point blade 
accessed via a flipper. MSRP is $145. 

Glen Klecker, owner of Klecker 
Knives, is one of the true innovators 
in the cutlery industry. Case in point: 
Klecker’ s new Abiqua Hunter drop- 
point flxed blade looks and feels out- 
standing in its own right, but press and 
slide the thumb j imping on the back of 
the blade and a gut hook is released for 
precision skinning. MSRP is $129. 


Handgun customers familiar with 
the quality of VZ Grips will interested 
in knowing the company has added 
knife scales to their line. They’re start- 
ing with two popular Zero Tolerance 
models, the Ken Onion 0300 and Rick 
Hinderer 0560 series of knives. These 
G-10 scales come in a nice variety of eye 
pleasing designs and can be matched to 
your customers’ favorite handgun. 

Tuff-Writer has made a name for it- 
self as a premier source for tough tacti- 
cal pens. We like their Frontline Series 
pens, available in machined aluminum 
or upscale titanium at an MSRP of $95 
and $210 respectively. 

Work Sharp has expanded to include 
manual sharpeners in their lineup. New 
to the scene are the Guided Field Sharp- 
ener and a bench top Guided Sharpen- 
ing System. These systems are easy 
to use and versatile as well. MSRP is 
$34.95 for the held unit, $59.95 for the 
bench top. 


In 2016, BLADE Show will celebrate 
its 35th year, showcasing thousands of 
products from nearly 800 exhibitors 
at the Cobb Galleria in Atlanta, June 
3-5. For more information, visit www. 
bladeshow.com. ® 


Capable as an everyday carry knife, CRKTs 
Ken Onion-designed Hootenanny features an 
I KBS ball bearing system to deploy the blade 
smoothly. 
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B0UIHUNTIN6 

BY CAROLEE ANITA BOYLES VC I I I lU !■ 
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KNOW WHAT SELLS FOR BOWHUNTERS ANO KEEP PROOOCTS IN INVENTORY 


S pecialized archery shops are 
the norm these days, so much 
so many gun dealers don’t 
even try to compete in archery 
and bowhunting. Gun dealers 
who carry bowhunting gear, however, 
say the right mix of products can 
enhance their sales to bowhunters and 
gun hunters alike. 

Shaun Lacasse is one of the owners 
of The Gun Room in Portland, Ore. 
He said The Gun Room has carried 
bowhunting gear since about 1990. 

“One big reason bowhunting 
products are important to us is the tag 
situation in Oregon,” he said. “Hunters 
have to draw to get deer and elk tags 
in the better units. If a gun hunter isn’t 
able to draw tags, he still has a much 
greater general tag opportunity if he 
bowhunts. So while he’s accumulating 
preference points for the deer or elk 
hunt he wants, he can buy a general 
archery tag and have a good archery 
hunting opportunity.” 

As a result, many of The Gun 
Room’s hunting customers are what 
Lacasse calls “crossover” customers. 
“We have the opportunity to sell 
them all the equipment they need 
to bowhunt and not bum their rifle 
points,” he said. 

In general, Lacasse said, his cus- 
tomers prefer higher-end bowhunting 
products. “They buy better qual- 
ity stuff and replace it less 
often,” he said. This means 
bigger sales but fewer of 
them. In terms of bows I only 
carry Hoyt, which are some of 
the best bows made.” 

When it comes to other bowhunt- 
ing products, Lacasse sticks with what 
he terms “the basics.” 

“When I started carrying bow- 
hunting products in 1990, I had a 
better selection,” he said. “I phased 
out the stuff we didn’t sell and just 
replaced with things such as calls and 
accessories people bought and need- 
ed. By doing this, I tie up less money 
in inventory and stay with products 
we know are going to turn.” 


Carrying the right mix of products can 
enhance your saies with bowhunters and 
gun hunters aiike. 
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AN ADD-ON TO YOUR BUSINESS 

For The Gun Room, Lacasse said, bowhunting is an additional 
business that coexists with the primary business, which is new 
guns, used guns, gun accessories and hunting gear. 

“The main lines of bowhunting products we deal with are 
Hoyt, Easton, and Beman,” he said. For customers who are 
looking for the ultimate in high-end arrows. Victory Archery has 
a full line of high-performance carbon fiber arrows; Bloodsport 
Impact Hunter Pro Hunter arrows utilize their proprietary 
Rugged Wrap in their carbon fiber arrows. 

The Gun Room stocks two primary clothing lines, Stika and 
Core 4. “The cool thing about those clothing lines is they cross over,” 
Lacasse said. “They’re both hunting lines that work equally well for 
both bowhunters and rifie hunters, and it’s all high-end stuff.” 

One thing reason why Lacasse sells bowhunting products so 
well is he is a long-time bowhunter himself. 

“Every Friday night my father is on the range teaching people 
how to shoot shotguns, and I’m upstairs teaching other people to 
shoot bows,” he said. “We live this. If I’m not here selling it. I’m 
out using it.” 



CROSSOVER APPEAL 

At Midwestern Shooters Supply in Lomira, Wis., Randy 
Boelkow said the same customers who bowhunt also use guns 
to hunt. 

“Carrying bowhunting products helps you bring in the person 
who does both,” he said. “Bowhunting is complementary to the 
rest of it. When this happens, you sell more products — like tree 
stands — you already carry anyway.” 

Catering to bowhunters really helps sell clothing, Boelkow 
said. 



“EVERYBODY IS HUNTING WITH 
CROSSBOWS RIGHT NOW 
BECAUSE IT'S SOMETHING NEW 
AND DIFFERENT.” 

— RANDY BOELKOW. MIDWESTERN SHOOTERS SUPPLY 




“Gun guys only buy so much clothing,” he said. “If you’re just 
a gun shop, it’s kind of hard to stock enough clothing because 
you have to buy it in such big quantities. But when you bring the 
archery guys in, it’s easier to stock clothing. This category is just 
kind of something you have to have.” 

In Wisconsin, Boelkow said, a big change recently took place 
in the state’s crossbow market, “Crossbows were legalized a 
year ago, which has cut our regular bow sales probably in half. 
Everybody is hunting with crossbows right now because it’s 
something new and different.” 

One trend in crossbows is toward smaller and lighter bows, 
such as the Barnett Raptor and Lady Raptor; also, Barnett’s 
Recruit Lite Series is great for kids. The availability of 
crossbows is bringing new shooters into the field, according 
to Boelkow. 

“It’s bringing in ladies and kids,” he said. “It’s also bringing 
back older shooters who haven’t been able to shoot a bow. Now 
they can hunt again.” One brand of hunting clothing great for 
women, including bowhunters, is Prois; it’s high performance 
clothing designed by women, for women. 


Bohning Vane Product Box 


ZEISS TERRA 3xXB75 


Dealers who carry the right mix of accessories for bowhunters will find 
there are additional sales opportunities beyond the bow. Clothing, packs, 
tree stands, arrows, vanes and bowhunting scopes are just some of many 
add-ons. 
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CENTERFIRE* WeapdnLight 


The biggest selling archery equipment in his store recently, 
Boelkow said, has been bowfishing equipment. 

“Sales of bowfishing gear are on the rise,” he said. “Bowfishing 
has been around for a long time, but it’s really taken off in this area 
recently. Bowfishing tournaments are getting really big.” Muzzy 
has introduced the Addict Bowfishing Kit to help bowhunters get 
started in bowfishing. 


One trend in crossbows is toward smaiier, tighter bows — tike the new 
Horton Storm RDX. These tighter crossbows are bringing women, chiidren 
and otder shooters into the bowhunting market. 


Boelkow carries several bowlines, including PSE, Hoyt and 
G5. 

“In sights, I carry HHA,” he said. “All the Hoyt Fuse stuff sells 
really well for us. Carbon Express sells really well for us. We well 
a lot of G5 and Rage broadheads.” 

Advertising has a lot of effect on sales, Boelkow said. “What 
sells really well is whatever is being advertised nationally, and 
who’s shooting it,” he said. “You can have a great product, but 
if it’s not nationally advertised, it usually doesn’t last too long.” 

“YOU CAN HAVE A GREAT PRODUCT. BUT 
IF IT'S NOT NATIONALLY ADVERTISED, IT 
USUALLY DOESN’T LAST TOO LONG.” 

DO EVEim IMPACT SALES? 

In mid-August, Midwestern Shooters Supply holds its an- 
nual Fall Fest. There are specials throughout the store, trial 
guns, vendor reps, the Sportsman’s Rummage, a gun auction, 
raffies, food, entertainment, pig wrestling and community 
fundraisers. 

“We have 13 acres, and we do the Fall Fest there,” 
Boelkow said. “We don’t charge anything for people to 
attend, and we bring in about 10,000 people. All the ar- 
chery reps are here, and people can come try anything they 
want from crossbows to fishing bows to regular bows.” 

When Boelkow brings new bowhunting products into his in- 
ventory, he introduces them here. “The Fall Fest is like a sports 








show, but we do a lot more than just 
have sporting goods on display. Last 
year we served more than 1,200 people 
at the fish fry. We have a pig-wrestling 
contest for the kids on Saturday in a 
swimming pool. The local fire depart- 
ment does the beer and we have bands 
at night,” he noted. 

Boelkow has plenty of room to 
carry both guns and bows; the store 
has more than 30,000 square feet of 
usable space. “We have an indoor 
archery range and an indoor pistol 
range,” he said. 

Some local archery shops have 
restaurants in them, according to 
Boelkow. 

“I know one shop runs a pool 
league, dart league and an archery 
league on the same night. They also 
run horseshoes and volleyball,” he 
observed. 

Boelkow noted the prevalence of 
indoor leagues probably is related to 
seasons and climate. 

“Once you get into December, 
indoor archery leagues are huge,” 
he said. “People want to make a 
night of it. They want to have food 
and refreshments. We don’t have 
this because we have a pistol range, 
but the big archery places run it as 
a whole business.” 

However you approach it, 
carrying bowhunting products 
in your gun shop means 
better inventory, crossover 
customers and more dollars 
to your bottom line. < 


Dealers report the sales of bowfishing 
products are on the rise, and Muzzy’s 
Addict Bowfishing Kit provides a con- 
venient way for bowhunters to cross- 
over to bowfishing. The kit Includes a 
58-Inch recurve bow with a 40-pound 
draw at 28 Inches, the XD Pro Reel, 
Fish Bone arrow and more. 
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FOCUS: 

BOWHUNTING MARKET 


SALES FOR BOWS, ARROWS DRIVE $1 BILLION MARKET 


BYROBSOUTHWICK i 
& CODY LARRIMORE I 


B owhunting has grown in recent years, which could be at- 
tributed to archers having a major role in top-rated mov- 
ies and television shows. And, what was once a market 
driven entirely by men is seeing an influx of women — 
who now represent close to 5 percent of the bowhunting 
community. 

South wick Associates’ HunterSurvey and ShooterSurvey re- 
search panels provide insights into the bowhunting market. These 
panels track consumer buying habits in all facets of hunting and 
shooting, offering a close look at bowhunting trends, the makeup 
of the bowhunting market, what consumers are buying and the 
hunting and activities they prefer. 

Excluding crossbows and crossbow accessories, Southwick 
Associates estimates the bowhunting market exceeded $1 billion 
in sales in 2014. The largest category, with over $500 million in 
sales was bows (compounds, recurves and longbows). Next, ar- 
row sales constituted $165 million. Other top categories include 
broadheads ($80 million) and targets ($65 million). 

So, who are these bowhunters? Data collected from Hunter- 
Survey and ShooterSurvey show the majority of bowhunters are 
24- to 31 -years-old and represent 31 percent of participants. The 
45- to 54-year-old age group holds the second largest percent- 
age with 30 percent of bowhunters. From this data, 26 percent of 
bowhunters have a household income of $50,000 to $75,000, and 
3 1 percent have four or more years of college education. 

Not surprisingly, deer — including mule deer, whitetail, Sitka, 
and blacktail — are the species most often pursued, with 65 per- 
cent of bowhunters targeting them in 2014. The next most popu- 
lar species targeted by bowhunters include small game, turkeys, 
predators, hogs and varmints. 

Bowhunters’ Spending Habits 

There are many items a bowhunter must purchase to be suc- 
cessful in the held, representing great sales opportunities for the 
smart retailer. Bowhunters love accessories, especially compound 
bow users, who represent 87 percent of all bow sales. Examin- 
ing all retail transactions that involved bowhunting supplies, ar- 
rows were purchased 52 percent of the time. Broadheads were the 
next most purchased item present in 44 percent of all bowhunting 
transactions. Rounding out the top flve bowhunting items pur- 
chased include fletching (19%), bows (18%) and targets (15%). 

HunterSurvey and ShooterSurvey also report where bowhunt- 
ers make their purchases from various types of retailers: varying 
from websites to big-box stores, gun shows, expos and more. In 
three out of the top flve categories (fletching, bows and arrows). 




SOUTHWICK 

ASSOCIATES 


BETTER INFORMATION. BETTER DECISIONS. 


GAME PURSUED BY BOWHUNTERS 

70 % — / \ 



■ DEER ■ TURKEY ■ HOG ■ ELK 

■ SMALL GAME ■ PREDATOR ■ VARMINT ■ BEAR 


local stores show the highest frequency. In the other two catego- 
ries, broadheads and targets, buying at outdoor specialty stores 
provided the most sales. 

When examining which media sources bowhunters use to gain 
information on hunting, internet/social media is the top choice 
and served 82 percent of the bowhunting community. Internet us- 
age is higher among bowhunters compared to firearm hunters, 
which is consistent with bowhunters being younger. Other top 
sources include magazines (74%), television (65%), and state 
regulation guides (62%). The top three TV shows watched by 
bowhunters is “Bone Collector,” “North American Whitetail” and 
“Jim Shockey’s Hunting Adventures.” 

For more information on bowhunting, including regional 
insights, prices paid or custom research into new products or 
brands, con tact Southwick Associates at info ©south wickasso- 


ciates.com 


or visit www.southwickassociates.com. 
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TRIJICON MRO“ 

(Miniature Rifle Optic) 


Trijicon' 


Brilliant Aiming Solutions'' 


Si\\ FORGED 

IN THE SAME FIRE 
AS THE BATTLE PROVEN 

. ACOG* 


D 2015 Trijicon, Inc. | Wixom,MI USA | 1-800-338-0563 J www.trijicon.com 




I SECURITY ®®®® *975! 


^ EQUIPMENT CORPORATION 


800-325-9568 


sabrered.com 


SABRE Red Pink Key Case Pepper Spray 2-Pack 

• Supports the National Breast Cancer Foundation (over $1 million donated so far!) 

• Your purchase will not only protect two women, but also help with early breast 
cancer detection services 


SABRE Red Kuros!™ Key Case Pepper Spray 

• Proceeds support Kuros!, a company dedicated to providing women around the 
world with pepper spray helping to give women who are at a high risk of sexual 
assault a fighting chance™ 


Email \nfo@sabrered.com to Place Your Order Today! 
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NEW PRODUCTS 


IBUBK BIUIIGI IMUS WIIH IKK PimWCTSI 

Shooting Industry’s New Product section is designed to help dealers increase sales by 
highlighting the latest products to hit the market from a variety of manufacturers. 

If you’re a manufacturer, importer or distributor with a new or updated product available to 
distributors or dealers, send the product information to us by providing a press release and 
a high-resolution image. If you have a new line of products available on a thumb drive or 
CD, mail it in. Product submissions are printed on a space-available basis at the discretion 
of the editorial staff. 


Email to: 

editor@shootingindustry.com 

jeff.severson@fmghq.com 

or mail to: 

Shooting Industry Magazine 
12345 World Trade Dr. 

San Diego, CA 92128 

V y 


Visit www.shootingindustry.eom/index to view every company and product featured by FMG Publications. 

\ ! > 




Bowtech Archery 


( 888 ) 689-1289 

www.shootingindustry.com/company/ 

bowtech-archery 


1 


The Boss from Bowtech Archery 
is a compound bow delivering speed, 
power and a smooth or effortless draw. 
A quick shift of the bow's PowerDisc 
changes its setting from performance 
(maximum speed and knock-down 
power) to classic (hard-hitting but 
smooth) to comfort (effortless draw). 
The Boss, measuring a full 36 inches 
axle to axle, has a seven-inch brace 
height and weighs 4.6 pounds. Its draw 
lengths range from 26.5 inches all the 
way to 32 inches. The bow is available 
in 50-, 60- and 70-pound draw weight 
and has an IBO/ATA speed rating 
of 333 fps. The Boss features other 
Bowtech technologies as OverDrive 
Binary Cams, Center Pivot Extreme and 
the FLX-Guard. 




www.shootingindustry.com/company/promag-industries 


The new PROMAG Rollermag RIV130 magazine has 
four wheels in its new friction-free, anti-tilt follower. The 
Rollerfollower creates a smooth, rolling, controlled feed 
to reduce friction in the magazine's polymer body. Instead 
of sliding up and down the inside of the magazine, it rolls 
smoothly without contact to the body. The new Rollermag 
RIV130 works with MSR-style rifles. 


Federal Premium Ammunition 


! ( 866 ) 223-9388 

: www.shootingindustry.com/company/federai-premium-ammunition 

: Federal Premium has added the .380 Auto to the company's 

Personal Defense HST lineup. The .380 Auto is an option 
: for micro-size concealed-carry pistols. The FIST 99-grain .380 

: round was redesigned to deliver best-in-caliber expansion. Its 

: specially designed hollowpoint won't plug; the jacket and core 

: hold together to provide almost 1 00 percent weight retention. 

: The construction ensures micro-size handguns deliver the 

: power needed for personal defense situations. 



r 

FNH USA 

1 

r 

( 703 ) 288-3500 

1 


www.shootingindustry.com/company/fnh-usa-iic 

The FN 15 1776 is a basic rifle which can be customized to suit a shooter's needs and 
preferences. It has a standard 16-inch, alloy steel, button-broached barrel, a six-position 
collapsible stock, an A2-style compensator, sling attachments and an optics-ready Mil-Std 
1913 flat-top rail for mounting scopes or sights. The FN 15 1776 is available in 5.56x45mm 
with a 30-round capacity. 
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Nikon Inc. 


r 


(631)547-4200 

www.shootingindustry.com/company/ 

nikon-inc 


1 



Kershaw Knives 


The P-308 Riflescope from 
Nikon has a 4-12 magnification, a 
40mm objective, fully multi-coated 
lenses and a Nikon BDC 800 reticle. 
A new addition to Nikon's line of 
.308Win. riflescopes, the P-308 is 
fitted with exposed, spring-loaded 
Instant Zero-Reset Turrets with easy- 
grip course knurling. This makes in- 
field adjustments easier by allowing 
shooters to reset their turrets back 
to zero after sighting-in. The P-308 is 
waterproof, fogproof and shockproof. 


r 


(503) 682-1966 

www.shootingindustry.com/company/ 

kershaw-knives 


1 


A series of Duck Commander 
ProStaff-endorsed knives is now 

available from Kershaw Knives. The 
new series includes four pocketknives 
and an ax: the Rayne (model 7402CD) 
with a classic clip-point blade, a 
steel-and-G-10 handle and reversible 
pocketclip; Bisland (model 7422DC) 
with a 3.24-inch blade and a reversible, 
deep-carry pocketclip; Dunbar (model 
7420DC) with a drop-point blade and a 
deep-carry pocketclip; Tickfaw (model 
741 BDC) with a 2-inch blade; and the 
Quax (model 7400DC), an ax with a 
duck-shaped head, a solid full-tang 
construction and sure-grip textured 
handle. 



SHOT SHOW BOOTH #16144 


AMERICA’S 

BEST FIREARM 



VALUE 


CARBINE $335 MSRP 
(9MM RED DOT) 


We re all looking to get the most value from every 
dollar we spend. Fortunately, value is standard 
equipment with every Hi-Point purchase. 

No matter what environment or condition you find 
yourself in, there’s no comparison to Hi-Point firearms 
for rugged and reliable service. 

Maybe we are bragging, but we truly believe that 
hands-down, Hi-Point is America’s Best 
Firearm Value. 


^HANDGUN 
$199 MSRP 
(.40S&W/.45ACP) 

I Available | 
through R 
M your local M 
I gun dealer | 


HI-PQINT 

^~FIREA RMS 

WWW.HI-POINTFIREARMS.COM 


m www.Facebook.com/HiPointFirearms 
YouEE www.YouTube.com/MKSHPCHIA 
www.Twitter.com/MKSSUPPLY 


Exclusive Marketer 


MKS 


3Uh-*i-*LV| 


877 - 425-4867 


CATALOG #37 — THE WORLD’S LARGEST SUPPLIER OF GUN PARTS'^ 



The only source youl ever need... 

for current, obsolete and military gun parts, gunsmith 
applies, military surplus and shooting accessories. 

NEW 37th Edition! 

1500+ pages features over 800 schematics tor 
identifying obsolete and current foreign parts. 

Over 200,000 parts and accessories available 
it’s the industry’s leading reference book tor 
firearms parts for over 60 years. 

Order your Catalog NOW! 

Oyr latest editions leature rrwre than 160,000 individuaJ 
items, over 800 sdiematic drawings and parts lists, 
ard a store brand name to original manufacturer 
croSs-refereiKe. 

We carry products for hundreds o1 
manulacturers including: 

^ Heckler & Koch * Colt » High Standard * Huger • Marlin 
‘ Mauser * Mossberg ^ Remington 
‘ Savage - SigArms - Clock 
^ Uberti * AMT - Benelli 



the reference 

guide fur 

FIAEARMS PARTS' 



ywwv».GunPartsCorp.co?fl 



U.S. Ofrtmr Shipped bulk mail. Shipping chargaa iriskxled. Foreign Orders: 

SblppAd air mail (SO day d^iviery} or ($0 day daiivery}. Shipping addltlCHial. 


Mail; PO Box 299 West durley NY 12481 — or — 226 Williams Lane, Kingston NY 12401 
Order Toll-Free; S66-686-J424 • Tall Free BTT &LINPART * Web GunPartsCorpLcam 


CrossBreed Holsters 


r 


(417) 732-5011 

www.shootingindustry.com/company/crossbreed-holsters 


Hand-molded holsters for the CLOCK 42/43 
with the Streamlight TLR-6 are now available from 
CrossBreed. The Streamlight TLR-6 is a subcompact 
pistol light with both an LED illuminator and a red 
aiming laser designed to attach to the triggerguard 
of the CLOCK 42/43. The CrossBreed holsters for 
the two CLOCK models with the TLR-6 include the 
SuperTuck, QwickClip, SnapSlide, SuperSlide, Ohai, 
Bedside Backup, Belly Band, Purse Defender, Pac Mat 
and the RAM Mount. 
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Increase Your Sales 

Offer Customers A Fully Stocked 

ONIINE STORE 

Now Your Wobsito Can OUor 
Ovor 10,000 Products 



Custom E-Commerce Websites 
at a price you can afford 
^Distributor Produ9t&4riverit9ry 
^One-Glick-To-Ship 
- Custom Design & Branding v 


e " l!lMB:- 1 fe 8 ODfe B 09 t O 8 aO 
DutdDoihusinessnefwoiiibcom 


sh<5^ting search 


HIRE RIGHT 

(Don't Hire Twice.) 


Key employee search rirm 
for t/ie shooting, hunting, knife, 
Lt/tactlcaJ and outdoor industry. 

Employer paid fee Candidate contact 
welcome confidential, free. 


shooting Search, Inc. 

1740 Lake Markham Rd. 

Sanford, FL 32771 
407-321*5822 (phone) 
407 ' 320 ' 8 oS 3 ffax) 
email: seareli@shootingsearch.com 
wvk'w^s hoot i ngsearc h xom 


SI DIGITAL 

IT’S FREE! 

\N\N\N. shootingindustry. com 




( 928 ) 649-3201 

www.shootingindustry.com/company/laserlyte 


LaserLyte now offers a custom-fitting Trigger Guard 
Laser (TGL) for the CLOCK 43 single-stack 9mm pistol. The 
laser operates in constant-on or pulse modes with a six- 
minute auto-off function. It also features ambidextrous 
activation. Installation is easy and takes less than five 
minutes. The laser does not require removal in order to 
change batteries. Each TGL package comes with two laser 
housings and fits four CLOCK pistols for the price of just 
one laser. 



Klecker Knives & Tools 


www.shootingindustry. com/company/klecker-knives 

The DK-151 Abiqua Hunter Light Weight 
Drop Point Hunting Knife is an all-around hunting 
: knife. It has a hollow, ground knife blade with full 

: tang. The DK-1 51 has black G-1 0 or molded handles 

: (two-toned in Hunter Orange or Layered Brown) 

: with thumb Jimping and easy-to-grip finger notches. 

: Its 3 7/8-inch fine edge blade is designed for smooth 

: and firm cutting. A full-size removable gut hook and 

: bottle opener are concealed in the handle. 



Clinger Holsters 


! ( 479 ) 650-0379 

: www.shootingindustry.com/company/clinger-holsters 

The Stingray Holster, manufactured by 
: Clinger Holsters, is compact with adjustable 

: weapon tension. It completely encases the user's 

: firearm in sweat-proof Kydex. The holster features 

: anodized hardware, which is also sweat proof. 

: The Stingray's belt tab is near the grip of the gun, 

: which pushes it close to the body to eliminate 

; "printing." It's available in right- and left-handed 

: models. Like other Clinger Holster models, the 

: Stingray is thin, lightweight and designed for 

: deep concealment. 



NcSTAR 


! ( 866 ) 627-8278 

: www.shootingindustry. com/company/ncstar 

; The VISM is a laser and navigation light box 

: from NcSTAR. It has a locking quick-release mount, 

: a detachable remote pressure switch, angled 

: momentary switch buttons, micro-dot mount 

I capability and constant on/off buttons for both 

: green laser and navigation lights. Two pods are 

j integrated into the front of the L2 box: the left pod is 

; an adjustable green laser while the right pod houses 

: red, white, green, and blue navigation lights. The 

VISM is available in black or tan. 
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Frankford Arsenal 


( 573 ) 445-9200 

www.shootingindustry.com/company/frankford-arsenal 


The new Platinum Series Hand Deprimer Tool from 
Frankford Arsenal is made of die cast aluminum and features 
a full-length ergonomic grip. The fully contained operating 
system captures the spent primers in a collection tube, which 
can be removed and emptied with ease. The Hand Deprimer 
features the Universal Collet System to handle brass from 
.20-caliber to .338 Lapua. It can also deprime pistol brass and 
Military crimped primers quickly and easily. 



European American Armory Corp. 


( 321 ) 639-4842 

www.shootingindustry.com/company/european-american-armory-corp 

Discreetly hung from a belt, the ABDO looks like a cell phone 
and provides concealment in plain view. This simple and unique 
device offers fast and easy concealed carry at the user's fingertips. 
The initial ABDO "Fit List" includes the Beretta Pico, Diamondback 
Firearms DB380, Kel-Tec P-3AT, Ruger LCP and Seecamp .32 LWS. 
Other concealed-carry handgun models will be added once their 
compatibility has been tested. 



Pulsar 


( 817 ) 225-0310 

www.shootingindustry.com/company/puisar-system-usa-inc 

The Pulsar Quantum XD38S and XD50S thermal 
imaging monoculars are lightweight and weather 
resistant, able to withstand harsh environments and 
conditions. They are ideal for use in fugitive searches, 
surveillance activities, accident investigation, locating 
evidence, search and rescue and marine patrol. The 
Quantum thermals feature an advanced OLED display (640x480 pixels) and a high-resolution 
microbolometer sensor (384x288 pixels) with seven different color modes for optimal viewing 
in a variety of scenarios. Users can switch between "white hot" and "black hot" to make targets 
distinctly visible over 1,000 yards away. The XD38S and XD50S offer a 50-hertz frame rate for 
a clear image of fast-moving objects. They are engineered to track targets quickly and easily. 



Aero Precision 


( 253 ) 272-8188 

www.shootingindustry.com/company/aero-precision 




The AERO AC-1 5 Complete Rifle is budget-friendly and can easily be upgraded over time. 
It has an M4 upper receiver with a 1 6-inch barrel in 5.56 NATO made of chromoly Vanadium. It 
also has a Magpul MBUS rear sight and an A2 front sight, a standard M4 carbine handguard with 
a double heat shield and an A2 Flash Hider muzzle device. The AC-15's Gen 2 lower receiver has 
a flared magwell and upper tension screw and includes an MSR Lower Parts Kit and an MSR/ 
M4 Buffer Kit. It also has an M4 collapsible stock and an A2 pistol grip. The AC-1 5 rifle includes a 
Magpul 30-round PMAG magazine. 



GUN CARE 

ALL IN ONE STEP 



DISCOVER ITS MANY USES 


PrOlix® prevents Black powder, Carbon, 
Copper, Gunk, Lead and Rust issues, as it's 
a non-petroleum product and like none of 
the other products on the market ...it works! 

DRY LUBE TECHNOLOGY > EARTH FRIENDLY 

ProChemCo LLC 

PO Box 1466 

West Jordan, UT 84084-8466 
801-569-2763 • 1 -800-248-LUBE (5823) 
Fax: 801-569-8225 

www.prolixlubricant.com 

prolix@prolixlubricant.com 
MADE IN THE USA 


DEALERS WANTED! 


tinUspBnUont supply 


Your Lock, Stock and Marketing Distributor 

All gun distributors can sell you guns and shooting 
accessories. We, too, have a good lineup of guns and 
shooting accessories that offer our dealers great profit 
margins. But, it's more than just selling you guns that 
we care about. We want every one of our dealers to be 
successful; that's why we go above and beyond to offer 
our dealers FREE marketing support and promotional help. 

FREE Hi-Point Marketing Kit 

When you buy Fli-Point pistols and carbines from us we 
give you a FREE Marketing Kit to help you sell those guns 
to your customers. The kit includes a FREE Fli-Point 
newspaper ad and radio commercial. 

FREE "Howto Conduct a Successful Promotion" 
Instruction Sheet 

Promotions are key for any retailer to drive store traffic. 
With every gun or shooting accessory order we include 
a FREE instruction sheet that walks a dealer through, 
step-by-step, on how to conduct a successful promotion. 

Go to our website, www.independentsportssupply.com, and 
register as a FFL gun dealer. Once approved (less than 24 hours) 
you will be able view our online dealer catalog and see all 
of the fine guns, shooting accessories and ammunition we 
carry as well as the FREE marketing materials available. 



www.independentsportssupply.com 
Toll FREE 1 - 877 - 395-4867 


Investing in Your Profitability™ 
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All advertisers are included in the 
all-digital edition of Shooting Industry. 
Visit www.shootingindustry.com to 
subscribe to SI Digital. It’s free! 



CLASSIFIEDS 


ACCESSORIES 


World’s Best Gun Care Kits! Real 
Sheepskin gets in the Nooks & Crannies 
other kits cannot reach. Use Coupon Code 
‘SHOOTINGINDUSTRY’ at checkout for 
25% Off! www.RustysRags.com 


Classified ads are: $2.00 per word per insertion with a 20-word 
minimum OR $1.50 per word per insertion for three or more is- 
sues with a 25-word minimum. No charge for CAPS. Bold words 
add $1 .00 per word. Copy and rerun orders must be accompanied 
by PAYMENT IN ADVANCE. NO AGENCY OR CASH DISCOUNTS 
ON LISTING OR DISPLAY CLASSIFIED ADVERTISING. All ads 
must be received with advance payment BY NO LATER THAN THE 
1st of each month. EXAMPLE: Closing for NOVEMBER issue is 
October 1 . Ads received after closing will appear in the follow- 
ing issue. Please type or print clearly. PLEASE NOTE: NO PROOFS 
WILL BE FURNISHED. Include name, address, post office box, city, 
state and zip code as counted words. Abbreviations count as one 
word each. Mail to SHOOTING INDUSTRY CLASSIFIEDS, 12345 
World Trade Dr, San Diego, California 92128. IF YOU HAVE ANY 
OUESTIONS REGARDING YOUR CLASSIFIED AD IN SHOOTING 
INDUSTRY MAGAZINE, CALL OUR SALES REPRESENTATIVE AT 
(858) 605-0235. 
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INDUSTRY WATCH 


Continued from page 62 


Firearm Sales Rebound 


In a welcome turnaround, firearms sales continue to increase. 
After a stall earlier in the year, sales began to stabilize in May and 
then posted a surprise jump in June. 

Firearm background checks increased 10 percent in June 
as compared to June 2014. The 886,825 (NSSF-adjusted) 
background checks even bested June 2013 (the golden year) by 
1.7 percent, making it the highest June in the history of NICS. 

Why the increase? 

“We had a roughly 10 percent increase in June; it was kind 
of shocking to see,” said Justin Hardy, manager of Rock House 
Pawn in Meridian, Miss. Hardy says a large segment of the 
increase was from distributor/manufacturer deals and discounts. 
He’s also seeing a large increase in women gun owners. 

“The amount of women gun buyers is at an all-time high in my 
area,” Hardy said. 

Other dealers also cite major distributor and manufacturing 
promotions that have drawn consumers back into gun shops as 


key to increased sales. Dealers have also greatly increased their 
in- shop promotions. 

In July, the industry set another historical high in the number of 
background checks. NICS conducted 946,528 (NSSF-adjusted) 
background checks, a 15.9 percent increase over July 2014 and a 
10.67 percent jump over July 2013. 

In August, NICS conducted 1,031,959 (NSSF-adjusted) 
background checks, the second-highest August on record. It was 
a 4.3 percent increase over August 2014 and only 1.05 percent 
below the record-high August 2012. 

While the NICS data doesn’t actually refiect one-for-one 
sales, it is the most up-to-date indicator of conditions in the 
marketplace. We use NSSF-adjusted data because NSSF removes 
NICS purpose code permit checks, CCW permit application 
checks and checks on active CCW permit databases. 

Visit www.nssf.org/research 


NICS BACKGROUND CHECKS: NSSF-ADJUSTED JAN. 2012 - AUGUST 2015 


YEAR 

JAN. 

FEB. 

MARCH 

APRIL 

MAY 

JUNE 

JULY 

AUG. 

SEPT. 

OCT. 

NOV. 

DEC. 

TOTALS 

2012 

920,840 

1,266,344 

1,189,344 

931,660 

840,412 

846,437 

853,355 

1,042,924 

1,007,259 

1,118,994 

1,525,177 

2,237,731 

13,780,285 

2013 

1,790,154 

1,634,309 

1,501,730 

1,185,231 

974,457 

872,025 

855,259 

1,016,559 

1,034,701 

1,113,818 

1,308,100 

1,520,529 

14,796,872 

2014 

970,510 

1,264,010 

1,224,705 

988,726 

877,655 

805,571 

816,588 

989,337 

1,024,272 

1,174,797 

1,329,688 

1,624,524 

13,090,383 

2015 

1,052,441 

1,280,825 

1,187,823 

987,698 

918,707 

886,825 

946,528 

1,031,959 

— 

— 

— 

— 

8,292,806 


NSSF removes NICS purpose codes used by several states for CCW application checks and other purposes. The removal of this data provides a more accurate report 
of background checks conducted for the purchase of firearms. Visit www.nssf.org/research. 


Launching 2016 Business Year 

The industry rendezvouses in New Orleans this month for the 
NAS GW Expo & Annual Meeting — and the launch of the 2016 
business year. 

We can expect a significant uptick in new product introductions 
along with plenty of sweet deals for buyers. New products are key 
to continued stimulation of the consumer base — something many 
manufacturers failed to remember during the hot sales of 2013. 


Many delayed developing new products, 
which proved detrimental when sales cooled. 

That has now changed. Reports from 
manufacturers: We’re back with major 
product introductions. 

The NASGW event will be held Oct. 27-30. For all the details 
and to download the expo’s mobile app, visit www.nasgw.org. 



Dealers Battle Anti-Gun Legislation 


Salutes to the increasing number of 
gun dealers who are taking direct action 
against anti-gun laws. In August, four 
California gun dealers filed an opening 
brief, asking the Ninth Circuit Court of 
Appeals to strike down a law that, they 
argue, is unconstitutional and violates the 
First Amendment. 

The gun dealers argue that California 
Penal Code section 26820 — first 
enacted in 1923 — prevents them from 
displaying any “handgun or imitation 
handgun, or [a] placard advertising the 
sale or other transfer thereof’ anywhere 
that can be seen outside their stores and 
“unconstitutionally prevents firearms 


dealers from advertising even the 
most basic commercial information — 
‘Handguns for Sale’ — at their places of 
business.” 

“I run one of the most heavily 
regulated and inspected businesses in 
existence, but it’s still illegal for me to 
show customers I sell handguns until 
after they walk in the door,” said Michael 
Baryla, owner of Tracy Rifie and Pistol. 
“That’s about as silly a law as you could 
imagine, even here in California.” 

Last November, the State Department 
of Justice cited Tracy Rifie and Pistol for 
posting such signage. 

Fight on! 


For The Record 

In response to PETA’s failed 
attempt to prevent the “Pilot Archery 
Management Deer Hunting Program” 
in two Montgomery County (Maryland) 
parks, the animal rights group responded, 
in part, with: 

“We are extremely disappointed by 
the ruling and deeply saddened about the 
fate of the deer, who are Montgomery 
County’s gentle Cecils. The day will 
come when human beings must recognize 
wild animals have a right to live on their 
ancestral lands and not be forced out and 
slaughtered simply for living as they have 
for generations.” 

My head hurts. That’s all. ® 
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INDUSTRY WATCH 


Hang On! There’s Still A Year Of Presidential Campaigns 


We’re more than a year away from the 2016 presidential 
election. A year! Anyone already worn out from the full on, 
force-on-force, magnum blast of presidential campaigning? 

Buckle up and hang on. This is going to be a wild ride! 

For the first time in several presidential election cycles, the “gun 
issue” is a key factor. The last time firearms were a real, major issue 
in a presidential election was in 2000 when then- Vice President 
A1 Gore suffered a backlash for the Clinton Administration’s anti- 
gun policies and rhetoric. Since then, presidential candidates have 
avoided the gun issue, for the most part. 

In 2008, then-Senator Barack Obama created a firestorm when 
he belittled those who “cling to guns or religion.” Thereafter, he 
pretty much avoided the gun issue during the 2008 and 2012 
election cycles. 

Today, guns are one of the top domestic issues that have 
emerged as more “important” than during the 2012 election. 

According to a CNN/ORC Poll conducted in early September, 
42 percent of voters say the country’s gun policy was an 
“extremely important” issue in considering who would gain their 
vote for president. In 201 1, the number was 22 percent. A jump 
of 20 percent is significant. 

A key element in the poll was expanded background checks, 
which is a common theme in today’s presidential campaigns. 

“Even among those who say it is now too easy to buy a gun, just 
small majorities believe that implementing more comprehensive 
background checks for all gun purchases would be likely to stop 
gun purchases by the mentally ill (53%) or convicted criminals 
(55%),” CNN reports. 

That hasn’t curtailed the call for increased background checks 
by Democratic candidates. Hillary Clinton ramped up her gun 
control position following the church shooting in Charleston, S.C. 

“We have to take on the gun lobby . . . This is a controversial 
issue. I am well aware of that. But I think it is the height of 
irresponsibility not to talk about it,” Clinton said, during a 
campaign speech in Hanover, N.H. in July. 

In a new video from NSSF — the first #Gunvote release for 
the 2016 campaign season — Clinton pushes her gun control 
agenda during a campaign stop. 

“There is so much evidence that if guns were not so readily 
available, if we had universal background checks, if we could just 



Hillary Clinton pushes for universal background checks during a campaign 
stop. Six presidential candidates are featured in the new NSSF #Gunvote 
video. Watch the video at www.nssf.org/gunvote. 


put some timeout between the person who is upset because he got 
fired, or the domestic abuse or whatever other motivation may be 
working on someone who does this, then maybe we could prevent 
this kind of carnage,” she said. 

The NSSF #Gunvote video, “Presidential Candidates on 
Firearms; In their own Words,” also includes Gov. Chris Christie 
(R-N.J.), Gov. John Kasich (R-Ohio), Martin O’Malley (D), Sen. 
Bemie Sanders (TVt.) and Donald Trump (R). NSSF plans to 
release additional videos “To help gun owners to register to vote 
and evaluate candidates’ positions on Second Amendment and 
sportsmen’s issues.” This is an important service. Thank you, NSSF. 

Fikely, most of us are very clear on where we stand regarding 
the “gun issue.” However, there are some slight, but important, 
differences in how even the most-ardent pro-gun candidates 
address the topic. It’s important to know what those are and educate 
our customers, friends, neighbors and associates on the issues. 

Yes, we’re more than a year away from entering booths to cast 
our votes for the next president. And, yes, the rhetoric can be 
tiring, but there is much at stake. The next president, who will be 
sworn into office in January 2017, will wield significant power in 
shaping the future of the gun issue and the industry. 

Visit www.nssf.org/gunvote 


Vista Outdoor Delivers Message 

Vista Outdoor recently published its “2015 Corporate Social 
Responsibility” (CSR) report that will grab the attention of many; 
even those not in the “gun community.” 

This is a polished report. Attractive and straightforward, it’s 
void of long, dreary narrative. It captures the company’s history 
of “safety, ethics, environmental stewardship and conservation, 
and community service” in a way that’s appealing. 

“Being a responsible corporate citizen is a priority at Vista 
Outdoor and part of the company’s culture,” said Mark DeYoung, 
Vista Outdoor chairman and CEO. “We stress safety in our 
workplace and in the use of our products. We take pride in our 
commitment to ethics and compliance with all applicable laws and 
regulations. We believe in being good stewards of the environment, 
both through our business practices and in promoting conservation 


through partnerships with other organizations. 

And we embrace the idea of ‘giving back’ 

- helping those in need in the communities 
where we live and work.” 

Well said. And, well presented. The 19- 
page CSR report can be viewed at: www. 
vistaoutdoor.com/social-responsibility. 

Editor’s Note: In December’s Outdoor Marketplace column, 
Taylor Smithfield will provide an extended look at this report 
and highlight the importance of how your customers view your 
business in the community. 


Continued on page 61 
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New From American Tactical! 


UFETOIEI 


rittutot 


DMNI 


HYSRiD 

MAXX 


The Omni Hybrid MAXX Series: Metal Infused Polymer Omni Hybrid Receivers 


SPA SHOTGUN 


.22LR, 17HMR 


Synthetic or Wood Stock 


5LB Trigger 


10RD Magazine 


Straight Pull Action 


■22LR 

5” Barrel 
Walnut Grips 
2.15 LBs 

Straight Pull Action 


FIREPOWER 

XTREME 


FX-H HYBRID 1911 

4.25” Barrel and 3.25” Barrel 
versions also available 


■45ACP 

5” Barrel 
Polymer Frame 
Steel Slide 
8RD Capacity 


.410 SHOTGUN 

.300 AAC & 5.56 Carbines 
and AR15 Pistols 
Plus .410 Shotgun (pictured) 


■410 Gauge, 5.56, 300 

18.5" Barrel 

5RD Magazine 

10” Quad Rail 
6-Position Super-Stoc™ 


^@AmericanTactical.us 

Q /AmericanTactical 

^ /ATIFirearms 


@TacticalJmport 


American ^“^Tactical 


231 Doming Way, Summerville, sc 29483 I 800.290.0065 1 


AmericanTactical.us 




